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PREFACE 
A l l s o c i a l ' c h a n g e s o c c u r s \ b e c a u s e of human b e i n g s * 
C u l t u i ' e i s n o t s e l f i n n o v a t i n g , i d e a s a r e n o t s e l f c r e a t i n g 
and t e c h n o l o g y i s n o t s e l f i n v e n t i n g • Somehow ^somewhere/ 
i n a s o c i e t y , a man b r e a k s , however s l i g h t l y f rom t r a d i t i o n . 
He does some t h i n g i n a d i f f e r e n t v/ay» He f i n d s a nev/ 
v;ay o r s t y l e of l i f e . He has a nev/ i d e a o r makes a new-
d i s c o v e r y . When t h a t h a p p e n s , he h a s d i s t u r b e d t h e s t r e a m 
of c u l t u r e and l i k e a s t o n e t o s s e d i n t o t h e w a t e r s , i t G 
r i p i d e s may go on f o r e v e r . I t a f f e c t a f t e r a w h i l e a l l t h e 
c o m p a r t m e n t s of c u l t u r e and t h e s e c t o r o f s o c j 
Many w r i t e r on s o c i o l o g y and A l l i e d ( t e c l m o l o g i c a l ) 
s u b j e c t a r e r j roponen t s of t h e t e c h n o l o g i c a l t h e o r y of s o c i a l 
c h a n g e s . A p r o m i n e n t s o c i o l o g i s t W i l l i a m .F .Ogburn(1&86-1956) 
d i v i d e s c u l t u r e i n t o two l a r g e c a t e g o r i e s » M a t e r i a l 
C u l t u r e and Hon m a t e r i a l ^ c u l t u r e . He t h e n s u g g e s t s t h a t 
a l t h o u g h c h a n g e s may o c c u r s / f i r s t i n m a t e r i a l c u l t u r e and 
t h e non m a t e r i a l c u l t u r e a c c o r d i n g l y has t o a d j u s t t o t h e n . 
Changes i n t h e m a t e r i a l c u l t u r e a r e t h e c a u s e s of c h a n g e s i n 
t h e non m a t e r i a l c v i l t u r e . and t h e l a t t e r , t l iough i t l a g s . 
behind is alv/ays in process of adjustment to the former. 
In this way technological invention is primarily 
resjxDnsible for cultural changes. From Stone age to 
Computer age numerous cultural changes took place* 
Society is so dynamic that it has moved from liome 
handicraft economy of self suffiency into a socio economic 
system. Besides this/ with the passage of tim.e man tried 
to satisfy their needs and vjants through some means, 
for instance, SHAVIMG MUG (1830-1930) gave birth to Razor 
and finally Shaving cream and Electric Razor (1905)*. 
These social^economic ^ technological and cultural changes 
pose major challenge to business in general and Marketing 
in particular. Hence the advancement and refinements 
in marketing go hand in hand \vith the advancement in 
civilization. 
*1.Encyclopedia /Bretainica page 477,vol. 20 
2. Shaving mug was first used in United States , 
l^ ni^ ylvania and Nev/ England during 15th century to early 
19th century. 
The concept, imijortance and p rac t i ces of 
marketing i s changing day by day. The days of "build a 
b e t t e r mouse t r a p " and s e l l e r marketing concept'" has gone . 
The buyers or consumer markets are ge t t ing more importance 
and p reva i l ing a l l over th^ world. Not even, marketing 
manager has to act in a soc i a l l y responsible manner/ if 
they want to succeed ^r even survive in t h i s era . 
The SOCIO -economic environment of today i s so dynamic 
and fas t changing tha t the marketing s t r a t egy , j,iolicy and j^.larr-
_,r,(^  c-T a f . i a i s influenced by d i f fe ren t c lasses of consumers 
which c o n s t i t u t e the marjcet of the xoroduct. In case of 
mar]ceting of consumer goods, the influence i s more acute . 
Hence in modern marketing management, consumers are the mam 
focus of a l l marJceting e f f o r t s . 
In t h i s changing socio-economic environment, 
marketing executives have to cope with many problems. 
In f a c t , if properly viewed, these problems are a lso 
epportmnities . Marketing manoers must endeavour to understand 
the complexities of consumer behavior and give due vveightage 
and a t t en t i on to what they bel ieve to iivore important forces 
ac t ing on consumers. Before mea-keting oppor tuni t ies can be 
recognised marketing s t r a t e g i e s can be developed and adopted 
consumers behavior , t r a i t s and c h a r a c t e r i s t i c s must be iden-
t i f i e d and studied , 
The Indian Blade and shaving cream market i s 
pr imari ly buyers one. Consumer have a v/ide range of choice 
a t t h e i r disiX)3eli Competition among manufacturers and 
marketers of these consumers goods are increasing day by day. 
So i t o f /e r s a v/ide range of scope to explore the ""Consumer 
beriavior and Ercind Preference". An ins ight in to consumer 
/ 
behavior and brand preference will be of imiaemce benefit 
to marketers. 
Or3JT^CTI V"^  
Ti-^fi, SURVEY 
AN'") 
T r P O T - i - ' S T S 
BLADE 
OBJECTIVES 
1^ To d e t e r r n i n e t h e most p o p u l a r b r a n d of b l a d e i n t h e m a r k e t . 
2. To study the effect of various fac tors in influencing a 
brand choice. 
3. To study the various factors responsible for brand chang^ 
4. To study the e>ctent of brand loya l ty during t«nporary 
shor tage . 
5. To find out the impact of advertisement and claims made 
in advertisement on consumers. 
6. To determine vmether p r i ce has any impact over brand loyalty 
or not , 
7 . To find out the most important jjroduct a t t r i b u t e s of 
Blade. 
HYPOTEESIS 
H-I Topaz i s t h e most p o p u l a r brand of b l a d e among 
a v a i l a b l e brand i n t h e marke t . 
H-l I Brand s e l e c t i o n i n case of b l a d e occur s i n c i d e n t a l l y . 
H - I I I I n case of b l a d e , Consumer change t h e i r brand mainly 
due t o temporary s h o r t a g e . 
H-IV R e l a t i v e s adv i ce having g r e a t e r impact fol lowed by 
a d v e r t i s e m e n t and s e l l e r ' s adv ice over t h e choice of 
a p a r t i c u l a r brand of b l a d e . 
H-V Consumers do not b e l i e v e i n c la ims made i n a a v e r t i s e -
ffient. 
H-Yl Buyers are loya l to t h e i r brand i r r e s p e c t i v e of p r i ce , 
H-7I1 In case of b lade , coat ing tha t gives smooth shave i s 
most desired product a t t r i b u t e sought by consumers. 
SHAVING CREAI^ l 
OBJECTIVES 
1. To find out what propxartion of population use 
blade but not shaving cream. 
2. To dind out the inost popular brand of shaving 
cream in the market. 
3. To find out proportion of population use blade and 
shaving cream of the sane company. 
4. To find out the impact of advertisement and the 
claims made in advertisement on consumers. 
5. To find out v;heather price has any impact over brand 
loyalty or not, 
6. To find out the three most important product 
attributs of siiavmg cream. 
7. To find out the iijpact of advertisement, relatives 
and seller's advice over the clioice of a particular 
brand of shaving cream. 
A 
HYPOTHESIS 
H-I THe s t a t e of u s i n g or not u s i n g t h e shav ing cream 
hy heard shaver i s independen t of t h e income group of 
t h e consumers . 
H - I l Gene ra l l y a l l t h e bea red shaver u s e shaving cream. 
H - I I I Godreo i s t h e most popu la r brand of shaving cream 
used by t h e consumers . 
H- I7 The s t a t e of u s i n g or not u s i n g t h e same br^nd of 
shav ing cream by o t h e r members of t h e family i s 
i n d e p e r d e n t of t h e income group of t h e consumers. 
H-V Pu rchase of a p a r t i c u l a r brand s i z e of package of 
shav ing cream i s independen t of t h e income group of 
t h e consumers. 
H-VI Adver t i sement hav ing g r e a t e r impact fol lowed by 
s e l l e r ' s adv i ce and r e l a t i v e s over t h e cho ice of a 
p a r t i c u l a r brand of shav ing cream. 
H-VII Consumers do not b e l i e v e i n c la ims made i n a d v e r t i s e -
ment. 
M-VIII iS- the heet^ media follov/ed by nevis paper 
y\c&t , 
prefered by consumers among the non-personnel in f lu-
encing channel. 
H-IX Buyers are loyal to t h e i r brand i r r e spec t ive of 
p r i ce . 
H-X Rich foam is the most desired px-oduct attributs 
among other attributes of shaving cx-eam like 
Antiseptic Characteristic ,Scented, v;ith masculine 
freshness , Gliding action, and Longer lasting 
lather etc. 
H-XI Generally people use blade and shaving cream of 
the same company. 




FOilMULATlQM OF FROBLEM 
S t a t i s t i c a l d a t a a r e s t u d i e d i n o r d e r t o l e a r n some-
t h i n g abou t b r o a d e r f i e l d v/hich t h e d a t a r e p r e s e n t . We 
r e g a r d a d a t a a s a s a m p l e drav/n from a l a r g e u n i v e r s e , 
s t u d y them and draw c o n c l u s i o n f o r t h e u n i v e r s e ^ b e c a u s e 
t h e c o m p l e t e c o v e r a g e of e n t i r e u n i v e r s e would b e 
p r o M b i t i v e l y and some t i m e s i i n m p o s s i b l e . 
The u n i v e r s e of t h e p r e s e n t s t u d y i s A l i o a r h c i t y . 
A l i g a r h i s CX ' s m a l l c i t y of U t t a r P a r a d e s h , s i t u a t e d 
on G.T, r o a d , abcjut 120 Km, from D e l h i , I t h a s a 
p o p u l a t i o n of a r c u n d 4 l a c s and i s p r e d o m i n a n t l y 
i n h i b i t e d by m i d a l e c l a s s , 
SKLBCTIOM OF PRODUCT ATTRIBUTES 
Consumers a r e n o t s a t i s f i e d w i t h t h e swee t v/ords of 
s e l l e r s . 'ihey a r e more i n t e r e s t e d t o t h e a t t r i b u t e s of 
t h e p r o d u c t . A l l b u y e r s a r e n o t i n t e r e s t e d t o a l l > 
a t t r i b u t e s of a p r o d u c t s . The meirlcet of a p r o d u c t can be 
sgoriiented a c c o r d i n g co t h e s e t of a t t r i b u t e s t o d i f f e r e n t 
b u y e r s . 
Blads a r e a t t r i b u t e d by c o a t i n g t h a t g i v e s smooth 
s h a v i n g , sharpexice^ l o n g e r 1 i f e , s h a v i n g c ream ar-e 
a t t r i b u t e d by r i c h foam, l o n g e r l a s t i n g l a t h e r ^ g l i d i n g 
a c t i o n ^ s c e n t e d w i t h m a s c u l i n e f r e shJ ie s s^ a n t i s e p t i c 
a r a c t e r i s t i c s 'and c o s t . O t h e r f a c t o r s l i k e 
c o n t i n u o u s s u p r . l y , i n f l u e n c i n g group) and a d v e r t i s e m e n t 
h a v e g r e a t impac t on t h e d e c i s i o n making of b u y e r s 
i n t h e marke t v,/hile p u r c h a s i n g t l a d e and s h a v i n g c r e a m . 
B e s i d e s t h i s i n t h e s e l e c t i o n of p r o d u c t a t t r i b u t e s imich 
c o o p r a t i o n was a v a i l e d by who le s e l l e r and r e t a i l e r s . 
A t l e a s t i n t h e l i s t i n g of b r a n d s name^j j roduct a t t r i b u t e s 
and p r i c e s of d i f . t e r e n t b r a n d s , t h e y were t h e o n l y s o u r c e s . 
SURVEY DESIGN Atm METHODOLOGY 
The p r e s e n t s u r v e y was c o n d u c t e d k e e p i n g i n v iew 
t h e g i v e n o b j e c t i v e s and h y p o t h e s i s j u s t t o make some 
g e n r a l i s a t i o n s a b o u t t h e b u y i n g b e h a v i o u r , a t t i t u d e s 
and p e r c e p t i o n s of a p a r t i c u l a r oonsuraer tov /a rds b l a d e and 
s h a v i n g c ream i n and a r r o i i n d A l i a a r h C i t y . 
8 
THE Un I VERSE AlID THE SAMPLE 
The u n i v e r s e of t h i s s t u d y i s c o n s i d e r a b l y l a r g e 
a s t h e u s e of b l a d e and s h a v i n g c ream i s - now v e r y comnTon. 
As t h e t o t a l u n i v e r s e can n o t b e t a k e n f o r s t u d y * a sample 
h a s been clx>osen t o }aiov/ t h e consuiaer b e h a v i o u r and b r a n d 
p r e f e r e n c e . The p r e s e n t s t u d y w i t h c o n s i d e r a t i o n of t i m e 
and c o s t i s a s a m p l e o n e , w h i c h c o v e r s t h e f o l l o w i n g a r e a s 
of A l i g a r h c i t y . 
1. Campus area i . e .Un ive r s i ty area . 
2. Areas surrounding the campus i»e« c i v i l l i n e s . 
3. City area. 
4. Alicarh Indl ls t r ia l Es ta te . 
5. Sub urban areas of Aligarh c i t y , 
In the broad c l a s s i f i c a t i o n the universe v/ould 
coinparise vai'ious groups of socie ty , in v/hich s i x categories 




4. Government Servant. 
5. Doctors. 
6. Engineers. 
The category of students include those wdo 
are studying in varxous faculties of Aligarh Muslim 
University, Research__§(:Lho 1.pr__Qf_this University, besides 
this /Students of degree college and High School of Aligarh 
city . Teachers category include tlxise v/ho are associated 
with varj-ous faculties as teacher also qualified 
physician, engineers who are employed as teacher 
in this university. As v/ell as teachers of degree college 
and High schools of this city. The businessmen category 
e 
includs /Small traders and big traders • The government 
e 
servant incluus both white coloured and blue coloured 
workers. gm^Aoyed in University of .-ices / various 
government department of Aligarh cxty • The doctors 
category'- includs practioners ( independents practioners 
as well as those vvho are employed in J.N.M,C, Hospital, 
Govrment Hospital, Gandhi eye hospital and Tibbya college 
Hospital) both physicians, specialist and surgons in 
Aleopathy , Homeopathy and Unani, The Encine^rs category 
includes both employed in state and central government 
of .Prices as well as in che Industrial estate of Aligarh, 
/ d 
THE SAinPLING TECPiMIQUE 
In m a r k e t i n g s t u d i e s t h e c o n c l u s i o n s can p r o p e r l y 
be i n f e r r e d from t h e s a m p l e r a t h e r t h e n from t h e c e n s u s 
of e i t h e r who le o r t h e t a r g e t p o p u l a t i o n . Dur ing t h e 
a d m i n i s t r a t i o n of t h e s u r v e y / p r o b l e m s a r e f a c e d a t two 
s t a g e s , 
1 , Be fo re making t h e a c t u a l s u r v e y and measurement wlien 
t h e r e s e a r c h e r wan t s t o s p e c i f y t h e number of p o p u l a t i o n 
' u n i t s t h a t a r e e i t h e r ( a ) so fev/ a s t o r e n o e r t h e r i s k of 
s a m p l i n g e r r o r i n t o r l e r a b l y I c r g e r o r (b) two many, 
v;hich would b e i n e f f e c i e n t , 
2 . A f t e r t h e measurement have b e e n made from t h e p r o c e s s i n g 
m 
of t h e p r i a r y o r t h e s e c o n d a r y d a t a o b t a i n e d from many 
s o u r c e s / when r e s e a r c h e r wan t s t o j u d g e e i t h e r how l a r g e 
t h e s e m p l i n g e r r o r might b e and w h e t h e r t o acceiot t h e d a t a 
o r n o t / i t s o s t e n s i b l e i m p l i c a t i o n a b o u t t h e h y p o t h e s i s . 
I t was i n t e n d e d t h a t t h e s i z e of t h e s a m p l e s h o u l d b e 
300 t o be s e l e c t e d from a l l s e c t i o n s of t h e u n i v e r s e c a t e g o r y . 
I t was n o t p o s s i b l e t o a^ j ; l y s t r i c t l y t h e t e c l i n i c rue s . 
/ / 
of random s a m p l i n g due t o mai.y c o n s t r a i n t s , i m p o r t a n t b e i n g 
s h o r t a c e of t i m e a t t h e d i s p o s a l of r e s e a r c h e r and l a c k of 
f i n a n c i a l r e s o u r c e s • The s e l e c t i o n v/as t h e r e f o r e , made on 
t h e b s i s of coniu-enience s a m p l i n g . Every e f f o r t was t a k e n t o keep 
t h e s a m p l e f a i r l y r e p r e s e n t a t i v e and w i t h o u t t h e p e r s o n a l b a i s 
of t h e r e s e a r c h e r o r o t h e r d i s t r i b u t o r s of t h e q u e s t i o n a i r e 
d u r i n g t h e i r d i s t r i b u t i o n s , 
SURVEY PROCEDURE j^W METHODOLOGY. 
The s u r v e y was made v / i t h t h e h e l p of a s u i t a b l e q u e s -
t i o n 4 r - e which has been d e s i g n e d t o c o l l e c t i n f o r m a t i o n r e l e v a n t 
f o r t i l l s s t u d y . I t was made c l e a r a t t h e o u t s e t of t h e 
r u e s t a . o n a i r e t h a t t h e s u r v e y had oi . ly acedemic p u r p o s e and t h e 
f a c t s r e v e a l e d by t h e r e s p o n d e n t s w i l l fce k e p t s t r i c t l y c o n f e a e -
n t i ^ a l . In o r d e r t o g e t u n b a i s e d ansv;ers o r t o g e t t h e answer t o 
:he n e a r e s t p o s s i b l e a c c u r a c y t h e q u e s t i o n s were k e p t v e r y 
b r i e f / s i m p l e and l a n d e r s t a n d i n g . Moreover a l t e r n a t i v e t o ansv;ers 
(Aided t e c h n i q u e s ) w e r e u s e d t o n a r r o w down f l u c t u a t i o n s i n 
t h e r e s p o n s e s . A t o t a l number of 300 q u e s t i o n a i r e vvere i s s u e d . 
The ies_t-0' s e s were r e c e i v e d from 256 p e r s o n s d i s t r i b u t e d 
a s fo i l ov ; s . 
iZ 
DISTKIBUTION OF RESPONSES FROM DIFFEFlENT PROFESSlOKAL GROUPS, 
No. No. 
ContECted Respond ing Responding 
S t u d e n t s 100 
l e a c h e x s 50 
Bus inessman 50 
G , S e r v a n t s 50 
D o c t o r s 25 







p o n d i n g 
9 0 , 0 0 
9 0 . 0 0 
9 0 . 0 0 
8 6 . 0 0 
7 2 . 0 0 
6 0 . 0 0 
% of a l l 
Ees ix jnses 
35 .15 
1 7 . 5 8 
1 7 . 5 8 
16 .79 
7 . 0 3 
5 ,86 
300 256 85.34 100.00 
I t may be seen from the t ab i c tha t the highest 
cooperation was received from students , teachers and Eusinesbmen, 
In comparision to others^ Engineers v/ere p a r t i c u l a r l y loss 
responsive as orily "60" percent lesponses v/ere aBaila^^le. 
This may be due to the lack of t h e i r a^jpreciation of the 
values of t h i s kind of survey. Ihe reason behii;d such selectj.on is 
to bring a comparative study of behavioral pa t te rn of consumers 
and di f ferent economic and soc ia l setup and also to have over a l l 
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viev; of the behavior and preferer.ce. 
N^ doubt the survey was conducted by the -Lesearchor himseli 
though the help ok. f r iends and acquaijitaRce~~7who had some prelimlna: 
orientat.Lon to s t a t i s t i c a l techniques was used (only in studenc 
and teachers s ec t i ons ) . S t i l l the general ins t ruc t ions v/ere 
given tha t any ambiguity a r i s i n g in questions v;ere thoroughly 
discussed so tha t the respondents had a c l ea r understanding of the 
ques t ions , . The interviev/ers were adviced to coi t a c t respondents 
in cin impressive maniier at a convenient time , The inves t iga tor 
were aslcedL to d i s t r i b u t e the ques t ionai re as randomly as possible 
and to contact trirough some persons v/ho knew the resrjondent 
personal ly . This v;as done to ensure a f a i r and franlc responses 
n 
and to remove any suspicion in the mids of respondents about 
the sur-vey. In few cases (- small t r a d e r s , government servants) 
ques t ionai re were f i ' l e d by the researcher himself by asking 
quest-Lons verbal ly and the r e s t v/ere f i l l e d by respondents 
in t h e i r own handwriting. 
-.CURACY •.•iTJD SXZE_ OF S/J'-IPLE 
ACiCuracy of any inves t iga t ion depands uixjn the s i ze of 
M 
t h e sample • I t i s corraf.only be l i eved t h a t l a r g e r t h e sample s i z e 
g r e a t e r woula be t h e accuracy of t h e i n v e s t i g a t i o n . S i ze of 
t h e s a n p l e depends uijon t h e s i z e of t h e unxverse . Bigger t h e 
u n i v e r s e t h e g r e a t e r should be t h e s i z e of t h e sample • If t h e 
u n i v e r s e i s s u b j e c t t o much v a r i a t i o n s t h e s i z e of t h e 
sample snou l s be more t o cover up a l l t ype of v a r i a t i o n s . 
Absolu te accurcy i s imposs ib le t o be achieved. Six 
info«rmencs ao not g i v e c o r j e c t in format ions . ^ometi~e 
t h e y d o ^ 0 t e a r e for good and s i i . c e r e coope ra t ion . Accurcay 
mainly depend upon t h e s i n c e r i t y of t h e infox~raants» 
300 q u e s t i o n a i r e s v/ere d i s t r i b u t e d and rece ived 256 
responses . I t can not be claimed t h a t t h e i n f e r ence i s accura t e . 
What can be s a i d i s t h a t t h e i n f e r e n c e i s r e a s o n a b l e because the 
sample covers most of t h e a reas of A l i g a r h c i t y . 
DIF.^ICULTIES FACED 
I-t i s ver\'- d i f f i c u l t t o ge t t h e informat ion from t h e 
respondents because of t h e h e s i t a t i o n slx)v;ed by them in res^^ondmg 
t h e quests o i s r ega rd ing t h a i r ine^mes and educa t iona l q u a l i f i c a t i o n . 
They a l so f e e l r e l u c t a n t i f a glairy of ques t i on i s put t o them 
by a s t r a n g e r . Ajring survey d i sc i i s s ion he ld wi th t h e 
responden t s revea led t h a t q u i t e a fev/ rest^ondents v^ere wary 
about t h e q u e s t i o n a i r e and t h e su rvey . 
f^ 
In many c a s e s t h e r e s p o n d e n t s c o n s i d e r e d t h a t t h e r e s e a r c h e r 
i s a r e p r e s e n t a t i v e of some company o r i n c o m e t a x . Some of 
them r e a c t e d t o t h i s by a s k i n g t h e r e s e a r c h e r t o f i l l i n 
t h e q u e s t i o n a i r e i n h i s own h a n d w r i t i n g on t h e b a i s of 
r e s p o n s e s g i v e n lay them. O t h e r s r e a c t e d by n o t c o o p e r a t i n g a t 
a l l . 
LIMITATION OF THE SURVEY>-!j 
1. The sample taken i s not as l a rge as desired for a deta-
i l e d study . This study has not been widened mainly due t o 
lack of time and money. However the sample taken from 
each sect ions served the purpose comprehensively. 
2 . The intervieu'ers may be vmable to convince in ge t t ing 
information in d e t a i l . Since surveying i s very hard and d i f f i -
cult/work f i t may also happens tha t the interviewers get 
>red and become bais in co l l ec t ing t he informations , 
3 . Those consumers who have been using imported i>lades 
and shayxng cream are not interviev/ed^ besides t h i s who 
shave; t h e i r beared in Barber 's shop were also e^icluded. 
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4. All those consumers who use blade only for shave 
purpose are interviewed . 
5 , In s t u d e n t s c a t e g o r y t h o s e r e c e i v i n g month ly inc'-.me 
above Rs. 1000 a r e few i n n u m b e r s , 
QUESTIOMAIRE DESIGN; 
.-' A c r u e s t i o n a i r e i s s i m p l y a f o r m a l i s e d s e t of q u e s t i o n e s 
i 0 x e l i v a t i n g i n f o r m a t i o n . I t r e p r e s e n t s t h e most common 
form of measurement i n m a r k e t i n g r e s e a r c h , 
A q u e s t i o n a i r e can . eSlitdi*«lto m e a s u r e j -
(1) Eehavior 
(2) Demogiaphic characterstics. 
(3) Level of knowledge 
(4) Attitude and opinions. 
All the four areas are frequently measured by 
questionaire and often on the same questionaire. The type 
of error are influenced ijy the que*stionaire itself. 
1. Surrogate information error can be a problem if the 
researcher has not clearly defined the type of information 
needed to solve the managements problem. Hov^ ever/ this is 
general..y a problem in specifying the research problem, rath^ 
n 
than in d' s igning the ques t iona i re . 
2, The ques t ionai re design, can effect the response 
r a t e both the over a l l instrument and to spec i f ic items on 
the ordestionaire . 
The most cx-it ical problem m ques t ionai re construct on 
i s measurement error . 
V Obviously , ques t ionai re construct ion i s of c r i t i c a l 
imj^ortance. Only in r a re instances wi l l samtling error 
proauce a i s t o r t l o n s as e:±reme as those jus t described . Yet 
niim-erous volume have been v;riteen on sampling tec .niques 
anytl r e l a t i v e l y l i t - t l e on quest ionaire design, 
ThuS/ ques t ionai re design remains v&cy much an a r t form. 
Ultimately a sound quest.ionaire depends on co .rtt)n sense , 
concern of the respondents, a c l ea r concept of the needed 
information and through p r e t e s t i n g . Pr ior to construct ing 
the actual ques t ionai re , the researcher must ]-;now exaptly 
^;hat information i s to be col lec ted from which respondent by 
what techaniques • 
/ « 
Uucstionaire for Consumer. 
"Consumer behavior and brand pj-eference for blades and shaving ' 
cream 
Dear S i r , 
^our are ieauested to answer the followmc. question b 
to the best of your ]aio\vledge , t r u t h and fecluigs about the 
experience of making purchase decision for a p a r t i c u l a r brand 
of blade and shaving cream. The information supplie< byVou wil l 
s t r i c t l y be used for academic purx-oses. Your feel ings v;ill remain 
anonymous and s t r i c t l y confedent ia l . 
S.M.OZAIR 
(Supervisor) S.M.Shahid Nomani M.B.A. (Final Year) 
Deptt, of Business 
Administration 
A.M.li , A l i g a r h . 
Please careful ly go throg.. t he ques t ionai re and tic]c( ) 
the answer a ix l i cab le to you. 
&RA.^iD A brand i s a name, tgrm,symbol or design or a combi-
nation of them v/hich i s intendeu. to ident i fy the goods or 
services of one seller/company or group of sellers/companies 
aiid to defferent-.ate them from those of competi tors . 
(^1^ Which of the follov^-mg brand of blads you purchase,? 
If 
(a) Erasrnic Super s i l v e r ( ) 
(b) Erasrnic ( ) 
(c) Erasrnic s t a i n l e s s 
super erne 
(d) Topaz s t a i n l e s s 
(e) Nev/ Swish s t a i n l e s s 
( f ) Supper Swish 
(o) Supper l ^x S I I 
(h) Savage 
( i ) Panama supper s a l v e r 
s t a i n l e s s 
( j ) Ashok s tQin le . . s 
(]:) Dhara t 
(1) Centwin s i l v e r s t a i n l e s s ( 
(m) Vincent s u - p e r s i l v e r ( ) 





Hov^  have you selected your brand? 
By testing different brands( ) 
Incidentally ( ) 
p r e v i o u s expe r i ence wi th -che brand ( 
JSo 
(d) Any o t h e r | P l e a s e s p e c i f y ) , 
3 ; For how long have you been us ing t h i s brand? 
(a ) Eelov/ 2 vea r s ) (b) 2 T 4 yea r s ( ) 
(c ) 4-6 yea r s ) (d) above 6 years ( ) 
4 . Have you ever changed your brand? 
(a) Yes( ) (b) No. ( ) 
4(Jtt) J-f yes,v/hy? 
(a) Chang in price ( ) (b) Tenporary shortage ( ) 
(c) Introduction of better brand ( ) 
(d) Any other ( Please specify) 
5, During tcmi-orary shortere do you go to other markets for 
your brand. Yes ( ) No ( ) 
6, Out of the fillov^ ing factors of influence, to v;hat 
extent your are influenced in the purchasQ^ decison of blade. 
Much Less Not at all 
ta) Relatives 
(b) Adv ert is ement 
(c) Sellei"'s advice. 
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7 . I/liat do you landerstand at<)\it t h e c la ims made in adver t i sement? 
(a) E:rtremly t r u t h f u l ( ) (b) Some v/hc-x. t r u t h f u l ( ) 
(b) T ru th fu l ( ) (d) Misleadinc ( ) 
(e) Exteraely ^4isleaaing ( ) 
( f ) N e i t h e r t r u t h f u l nor misleadinc ^ ) 
( g ) Do n o t Jcnov/ ( ) 
8. Does the price of the balds affect the choice of a particular 
brand? 
(a) Yes ( ) (b) l-o. ( ) 
9 . -'•f t h e p r i c e of your brana i n c r e a s e s i i . r e s p e c t t o o t h e r 
brandy v/culd you sv^itch over t o o t h e r b r ands . 
( i ) If Yesy5-1ny7 
(a) P r i c e goesup beyouna your r e a c h ( ) 
(b^ Other brands become cheapBE ( ) 
/c ) Any o the r ( P l e a s e spec i f y) , . . « « • , , . , • • • • • . . , 
(ii*) / i f no^ Khy? 
(a) o t h e r brands v;ill4.X)t s u i t you ( ) 
(b) Siic;ht 2 r i c e r i s e i s n e g l e g i b l e ( ) 
10. Out of t h e follvjing a t t r i b u t e s of b l ade c a t a g o c i e s 
them in o r d e r of your p r e f e r e n c e . 
(a ) ^harpedge ( ) (b) ^ Dnger l i f e ( )" 
(c) CoaT:.ing t h a t g ive smooth shave \, ) 
zz 
SHAVING CREAIVl 
(1 ) Do you u s e s h a v i n g c ream ? 
( a ) Yes ( ) (b ) No, ( ) 
( 2 ) Which of t h e f o l l o w i n g b r a n d of s h a v i n g c ream do you 
p u r c h a s e ? 
( a ) E rasmic A n t i s p e t i c ( ) ( b ) Eramic Lemon f r e s h ( ) 
( c ) E r a s n i c Lime f i e s h ( ) (fl) P a l m o l i v e d e - l u x l a t h e r ( ( 
( e ) P a l m o l i v e Lemon f. e sh ( ) ( f ) G o d r e j e ( . ) 
(g) Old spice ( ) (h) Old spice lime fresh ( ) 
(i) Nevia ( ) (j) Lakme 
(]:) Monarch ) (1) / Cosmo s . ( ) 
(m) Pooja ) (n) Emarai ( 
(o) Any other (Please specify), 
( 3 ) Do o t h e r memioers of j>our f a m i l y u s e t h e same b rand 
as you u s e ? 
( a ) Yes ( ) (b ) No ( ) 
( 4 ) Do you u s e b l a d e and s h a v i n g c ream of t h e same 
comjjany. 
la) Yes < ) (b ) No ( ) 
(5 ) Which y i z e of s h a v i n g c r eam you us i t a l i . y p u r c h a s e 7 
( a ) l a r g e ( ) (b ) S m a l l ( 
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6 Have you ever changed your brand? 
(a) Yes ( ) (b) No ( ) 
6 ( i ) If yes , Vi7hy7 
(a) change in p r i c e ( ) (b) Temporary sho r t age ( ) 
(c) I n t r o d u c t i o n of b e t t e r brands ( ) 
(d) Any o t h e r ( P l e a s e specltyji . , , * . « 
7 . Out of t h e fol lwoii ig f a c t o r s of in f luence^ t o what 
e^ctent you a r e in f luenced in t h e purchase decison 
of shaving cream. 
Much J^®ss_ Not a t a l \ 
(a) R e l a t i v e s • • 
(b) Advert isement , • . , 
(c) s e l l e r s adv ice • . • . • 
(8) Out of t h e follovjing adver t i sment media t o what e>ctent 
you a r e in f luenced in t h e purchase of shaving cream. 
Great Modrate S l i g h t Hot a t a i l 
ex ten t e>± ent ext ent 
News paper •• . . . . . 
Magzines . . . . . . . . . . . . . . . . . • • ' 
Radio/T.V. . . . . . . . • • . . . . « • . . . . . . 
Cinema and o t h e r s , J , . . . • 
> 2 ^ 
(9) What do you understand about claiins made in 
adv e-1 is ement? 
(a) Extremly truthful ( ) (b) Some what truthful ( ) 
(c) Truthful ( ) (d) Misleading ( ) 
(e) Extremely misleading( ) ( 
(f) Neither trutiiful nor misleading ( ) 
(g) Do not know. ( ) 
tlO) ^oes the price of the blade effect the choice of a 
particular brand? 
(a) Yes ( ) (b) (No . ( ) 
(11) If the price of your brand increases in respect to 
other brand would you switch over to less expensive 
brand. 
( a ) Yes ( ) ( b ) No. ( ] 
(12) In c a s e ^ t h e p r i c e of y o u r b r a n d r ema in c o n s t a n t and 
t h e p r i c e of t h e o t h e r b ra i . d s d e c r e a s e s s l i g h t l y , would you 
s w i t h c h o v e r t o o t h e r b r a n d , ' 
( a ) Yes ( ) (b ) No ( ) 
JtS 
13« Out of t h e f o l l o w i n g a t t r i b u t e s of s h a v i n g c ream 
c a t e g o r i e s ^them i n o r d e r of y o u r p r e f e r e n c e . 
( a ) R i c h foara ( ) (b ) G l i d i n g a c t i o n ( ) 
s . 
( c ) Longer l a t i n g l a t h e r ( ) 
( d ) S c e n t e d v / i th m a s c u l i n e f r e s h n e s s ( ) 
( e ) Cream xvith a n t i s e p t i c c h a r a c t e r i i s t i c s ( ) 
" F o l l o w i n g i n f o r m a t i o n s s u p p l i e d byyou would b e v e r y 
h e l p f u l i n t h e f i n a l a n a l y s i s oE d a t a . P l e a s e go a h e a d , 
( w h i c h r e p r e s n t y o u r a g e g r o u p 7 
Upto 25 y e a r s ( ) (b ) 25 -35 y e a r s ( ) 
35»45 y e a r s ( ) (d ) 45-55 y e a r s ( ) 













E d u c a t i o n a l l e v e l « . • . . • . . • • • ' • • • • • • • • • 
Prof e s s i o n : -
D o c t o r ( ) (b) E n r i n e e r ( ) ( c ) T e a c h e r ( 
Government S e r v a n t s ( ) 
Any o t h e r ( p l e a s e s p e c i f y ) •' • . . • • . . . • • • • • • • 
Month ly income ( i n Rs,' ) 
below Rs 1000 ( ) ( b ) 1000-1500 ( ) 
1500-2000 ( ) (d ) Over 2000 ( ) 
Thank you f o r y o u r t i m e and p a t i e n c e i n r e s p o n d i n g 
t o t h e s e q u e s t i o n s . 






ANALYSIS AND INTERPRETATION OF BLADE. 
1, Which of t h e f o l l o w i n g b r a n d s of b l a d e do you p u r c h a s e ^ 
R e f e r T a b l e No« 2 i n a p p o i d i c e s . 
Out of 256 Responden t s* 40#i23 p e r c e n t r e p o r t e d 
ffopaz s t a i n l e s s a s t h e i r f a v o u r i t e b r a n d s / v /h i l e 10»55 
p e r c e n t Panama s u p e r s i l v e r s t a i n l e s s / 8 . 2 0 p e r c e n t Erasni ic , 
s u p e r s i l v e r , 8 .59 p e r c e n t S a v a g e / 9 . 7 6 p e r c e n t E r a s n u c 
S t a i n l e s s s u p e r e m e , 4 , 2 9 p e r c e n t New Sv,?ish s t a i n l e s s , 3 ,90 
p e r c e n t Erasrnic and C e n t v i n s i l v e r s t a i n l e s s each^B. 12 ^ e r c e n t 
Supe r Swish , 2 , 3 4 p e r c e n t B h a r a t , 1,17 p e r c e n t e a c h s u p e r 
Max S I I , Ashok S t a i n l e s s , V i n c e n t s u p e r s i l v e r and 1,56 
p e r c e n t o t h e r b r a n d s . 
In t h e income g r o u p belov/ Rsv 1000 / 4 6 , 7 3 p e r c e n t u s e 
Topaz -g^tainleasj__9»n|p<='rognt__^use Erasrnic s u p e r s i l v e r , 2 . 4 6 
p e r s e n t u s e E r a s m i c ^ 9 . 0 1 p e r c e n t u s e Erasrnic s t a i n l e s s * - , 
s u p r e m e / 3 .28 p e r c e n t u s e New Swish s t a i n l e s s , 2 , 4 5 p e r c e n t 
i s e Supe r s w i s h , 4 ,09 p e r c e n t u s e S a v a g e , 0« 81 p e r c e n t u s e 
Super xMax S I I , 9 , 0 1 p e r c e n t u s e Panama s u p e r S i l v e r , 1 .63 p e r c -
e n t u s e Ashok s t a i n l e s s , 3 , 2 8 p e r c e n t u s e B h a r a t , 4 . 9 1 p e r c e n t 
C e n t i v i n s i l v e r s t a i n l e s s , 0 . 8 1 p e r c e n t u s e V i n c e n t s u p e r s i l v e r 
and 2 , 4 6 p e r c e n t use o t h e r b r a n d s , " 
l^ 
UN THE income group Rs, 1000-1500/ 40 percent of the res_pondents 
re:K3rted Topaz s t a i n l e s s , as cheir favour i te brand , while 7,69 
percent . Erasrnic super s i lver^ 6.15 percent ErasmiC/ 13«85 
percent Erasmic S ta in less supieme/ 3»07percent New Swish 
s t a in l e s s^ 4«6l pe:!rcent super swish,9,23 percent Savage, 1«54 
percenc Super Max S II^4»6l percent Panama Super Si lver Sta inless^ 
1.54 percent Ashok S t a i n l e s s , 1.54 percent Bharat, 3.07 percent 
Centivin S i lve r s t a i n l e s s , 1.54 percent Vincent super s i l v e r 
and 1.54 percent reported other bx-ands as t h e i r favouri te brands 
In the Income group Es, 1500-2000,36.12 percent prefer 
to use Topaz S ta i i i l e ss , while 5.56 percent Erasmic super s i lvez j 
6.34 percent Erasmxc^S.34 percent Erasmic S ta in less supreme, 
8.34 percent Hew Sv.ish s t a in l e s s^ l9 .45 percent s a v a g , l l . l l percent 
Panama ^uper S i lver S t a i n l e s s / 2,78 percent prefer to use Centvine 
s i lve r /S ta j .n less . 
Those receiving monthly income above Rs, 2000,21,22 
percent reported Topaz s t a i i . l e s s os t h e i r favour i te brand, while 
9.09 i.ercent Erasmic super s i l v e r , 6.06 percent Erasmic , 6.06 
percent New Sv.-ish S t a i n l e s s , 6.06 percent super Swish, 12.13 
percorc Savage_^3.03 percent super Max S I I , 27«28 _ ercent Panama 
super s i l v e r s t a i l e s s , 3.03 percent . Bharat ,3.03 _ ercent 
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Centiwin s i l v e r s t a in l e s s^ 3.03 percent Vincent super s i l v e r 
2 . iiDw have you selected your brandV . 
• M I W IIIMIl .^ l I I I IMiM I , 1 ^ ^ ^ ^^  ^ Mil IM.I1I I l i I U M i i i M m 1^1 • • 
Refer to Table No. (3) in appendices 
©f t he t o t a l number of respondents^65,23 j^ercent selected 
t h e i r brand by t e s t i n g d i f ferent brands, 19.14 percent of the 
respondents se lected t h e i r brands i n c i d e n t a l l y , 12.10 percent 
cxP the respondents se lec ted the i r brand by having previous 
experience with the brand , and 3,51 percent of the respondents 
se lec ted t h e i r brands by other methods. 
In the incom group below Ks. 1000^67,21 percent reported 
they selected t h e i r brand by t e s t i ng d i f ferent brands^ 16.39, 
percent se lec ted t h e i r brand in the same income ^roup inc identa l ly 
while 14.75 percent reported tha t j^  revious experience with the 
brands and 1.64 percent reported other mediiods of se lec t ion 
of a p a r t i c u l a r brands. 
In the income groUp Rs. 1900-1500^70.77 percent Tfesborjcferiti 
se lec ted t h e i r brand by tes t i r .g d i f ferent brands of blade , 
16.92 percent of the respondent reported tha t they se lec ted 
t h e i r brands inc iden ta l ly while the method of se lec t ion of 
10,77 percent of the respondent havihg prevous e:xperence with 
t h e braTids and 1,53 percent reported other methods of se l ec t ion . 
^9 
In the income group over Ks, 2000^57.58 percent reported 
tha t they se lec ted t h e i r brand by t e s t i n g d i f fe ren t brands 
of blade/ 27,28 percent se lec ted t h e i r brand i nc iden t a l l y , 9,09 
percent of the respondent reported tha t they se lec ted t h e i r 
brands by having previous e^rperience with the brand, and 
6.06 percent reported other methods of selectiog*' 
In the income group Rs, 1500-2000 , 55»56 percent se lec ted 
t h e i r brand by t e s t ing d i f fe ren t brands_^25 percent incendentellyj 
8.34 percent se lec ted t h e i r brands by having previoios 
experience with the brands and 11.11 percent used other methods 
of s e l ec t i on . 
Refer t a b l e No.(5) in appendices 
Branu wise analysis 
Topaz s t a i n l e s s out of 256 percent respondents/40,23 
percent use Topaz s t a i n l e s s . 
68.93 percent of Topaz users se lec ted t h e i r brand by 
t e s t i n g d i f ferent brands^16.50 percent of Topaz users reported 
t h a t they se lec ted Topaz blade inc iden ta l ly , 12.62 percent 
of the users reported tha t they se lec ted Topaz blade by having 
30 
previous experience with the brand and 1.94 percent of Topaz 
users reported o ther methods of s e l ec t ion , 
Erasmic Super S i lver 
Out of 256 respondents^ 8,20 percent use Erasmic super 
s i l v e r . Among them 61«90 percent of Erasmic super s i l v e r users 
se lec ted Erasmic super s i l v e r by t e s t i ng d i f ferent brands / 
^19.04 percent of the respondents reported tha t they selected 
Erasmic Super S i lve r inc identa l ly^ 14.28 percent se lected 
Erasmic super s i l v e r b^ " having previous experience with the 
branus and 4.76 percent of Erasmic super s i l v e r users reported 
other methods of s e l ec t i on . 
Erasmic 
Out of 256 respondents^ 3.90 percent use Erasmic^ 60 
percent of Erasmic users se lec ted t h e i r brands by t e s t i ng 
d i f fe ren t brands / 10 percent of Erasmic usei-s reported tha t 
they selected this, brand inc iden ta l ly and 30 percent of thC 
Erasmic users reported se lec t ion of t h e i r brands by liaving 
previous experience with the brands. 
Erasmic S ta in les s Supreme;-
Out of 256 respondents, 9.76 percent use Erasmic s t a in l e s s 
supreme. 72 percent of Erasmic s t a i n l e s s supremusers selected 
3t 
t h e i r b r a n d by t e s t i n g d i f f e r e n t b rands - . 12 p e r c e n t of E rasmic 
s t a i n l e s s sup reme u s e r s s e l e c t e d i n c i d e n t a l l y ^ 8 p e r c e n t of 
E ra smic S t a i n l e s s supreme u s e r s s e l e c t e d t h e i r L i a n d s by 
V\aving p r e v o u s e x p e r e n c e w i t h t h e brandt^ and 8 p e r c e n t of 
E ra smic s t a x n l e s s supreme u s e r s r e p o r t e d o t h e r methods of 
s e l e c t i o n of t h e i r b r a n d s , 
NEW SWISH STAll^JLESS 
Out of 256 r e s p o n d e n t s ^ 4 . 2 9 p e r c e n t u s e New Swish 
s t a i n l e s s • 6 3 , 6 4 p e r c e n t of Hew s w i s h s ta- i . r . less u s e r s s e l e c t e d 
t h e i r b r a n d by t e s t i n g d i f f e r e n t b r a n d s ^ 2 7 . 2 8 p e r c e n t of New 
s w i s h s t a i n l e s s u s e r s s e l e c t e d t h e i r b r a n d s i n c i d e n t a l l y 
and 9 , 0 9 p e r c e n t of New Swish S t a i n l e s s u s e r s r e p o r t e d 
:ha t tihey s e l e c t e d t h e i r b r a n d s b y h a v i n g p r e v o u s e : cpe r i ence 
w i t h t h e b r a n d . 
SUPER SMISH 
Out of 256 r e s p o n d e n t s ^ 3 . 1 2 p e r c e n t u s e s u p e r swish^ 
3 7 , 5 p e r c e n t of s u p e r s w i s h laser s e l e c t e d t h e i r b r and by t e s t i n g 
d i f f e r e n t b r a n d s ^ 5 0 p e r c e n t of s u p e r Sv/ish u s e r s e l e c t e d t h e i r 
b r a n d i n c i d e n t a l L y and 1 2 , 5 p e r c e n t of s u p e r Swish u s e r s 
s e l e c t e d t h e i r b r a n d s by h a v i n g p r e v i o u s e i c p e r i e n c e w i t h t h e 
b r a n d . 
^z 
SAVAGE o u t of 256 r e s p o n d e n t s , 8 . 5 9 p e r c e n t u s e s avage# 
5 4 / 5 5 p e r c e n t of Savage u s e r s s e l e c t e d t h a i r b r a n d s by t e s t i n g 
d i f f e r e n t b r a n d s ^ 3 1 , 8 1 p e r c e n t of S a v a g e u s e r s s e l e c t e d t h e i r 
b r a n d s i n c i d e n t a l l y , 4«54 p e r c e n t of s a v a g e u s e r s r e p o r t e d 
t h a t t h e y s e l e c t e d t h e i r b r a n d by h a v i n g p r e v i o u s e x p e r i e n c e 
w i t h t h e b r a n d , a n d 9 . 0 9 p e r c e n t of S a v a g e u s e r s r e p o r t e d o t h e r 
methods of s e l e c t i o n of t h e i r b r a n d s , 
SUPHR J4AX S I I i -
Out of 256 r e s p o n d e n t s . 1 , 1 7 p e r c e n t u s e Supe r Max S I I « 
3 3 . 3 4 p e r c e n t of Supe r Max S I I u s e r s s e l e c t e d t h e i r b r a n d 
by t e s t i n g d i f f e r e n t b r a n d s ^ 6 6 . 6 7 p e r c e n t of Supe r Max S I I u s e r s 
s e l e c t e d t h e i r b r a n d i n c i d e n t a l l y , 
PANAT-IA SUPER SILVER STAINLESS 
Out of 256 r e s p o n d e n t s 10 .54 p e r c e n t u s e Panama ^ u p e r 
S i l v e r s t a i n l e s s , 7 7 , 7 8 ^ p e r c e n t of Panama , S . S . S t a i n l e s s u s e r s 
s e l e c t e d t h e i r i x a n d b y t e s t i n g d i f f e r e n t b r a n d , 1 1 , 1 1 p e r c e n t 
of Panama S , S , S t a i n l e s s u s e r s r e p o r t e d t h a t t h e y s e l e c t e d 
t h e i r b r a n d i n c i d e n t a l l y and 1 1 . 1 1 p e r c e n t of Panama S . S , 
S t a i n l e s s u s e r s s e l e c t e d t h e i r b r a n d by h a v i n g p r e v i o u s 
e : cpe r i ' . nee w i t h t h e b r a n d s 
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ASHOK STAIIJLESS 
Out of 256 r e s i : o n d e n t S / 1 . 1 7 p e r c e n t s u s e Asholc s t a i n l e s s , 
6 6 . 6 7 p e r c e n t of Ashol: s t a i n l e s s u s e r s s e l c t e c l t h e i r b r a n d by t e s t i n c j 
d i f f e r e n t b r a n d , 3 3 , S ^ r e r c e n t of Ashok s t a i n l e s s u s e r s r e p o r t e d , t h a t 
the^? selec-ced t . e i r Lra-nds by h a v i n g p r e v i o u s e r p e r i e n c e v; i t l ] t h e brc-nd, 
BI-IAKAT 
Out of 21:6 r e s p o n d e n t s , 2 , 3 4 i:)eicent u s e T h a r a t , 33 ,34 p e r c e n t 
of B h a r a t u s e r s s e l e c t e d t . i e i brar .d lay t e s t i n g d i f ' e r n t b r a n d s , 16 ,67 
p e r c e n t of r i h a r a t u s e r s s e l e c t e d t h e i r b r a n d s i n c i d e n t a l l y and 50 
p e r c e n t of E 'harat u s e r s s e l e c t e d t h e i r b r a n d b y havrncpre t r iouf l e : : p e r i c n c e 
w i t h t h e |>rand, 
CBI1WIK SlhYLK STAIMLESS 
Out of 256 r - s p o n d e n t s / 3,SO pe c e n t u s e cen tv / in s i l v e r , 60 ,00 
p e r c e n t o_ Cn:T',.'lf; SILVIiR STi-ilKLESSusers s e l e c t e d t n e i r b rand 
by t e s t e i n g d i f e r e n t b r a n d s , 30 p e r c e n t of Sentv j in s i l v e r s t a i n l e s . -
u s e r s s l e e t e d t h e i r b r a n d s I n c i d e r . t a l y an l O p e r c e n t of C e n t \ / i n s i l v e r 
s t a . i n l e s s u s e r s r e p o r t e d o t h e r •wifithdd of s e l e c t i o n of t h ^ i r b r a n d s 
VlNCEI'fx" SUPER SILVEI. 
Out of 2^6 r s i -onden t s / 1,17 p e r c e n t u s e V i n c e n t s u p e s i l v e r , 
6 6 , 6 7 p e r c e n t of Memcent s u p e r s i l v e r u s e r s s e l e c t e d t h e _ r b r a n d s 
by t e s t i n g d i f f e r e b t b r a n d s \. 'h_le 3 3 , 3 3 pe , c e n t of . " V i n c e n t s u p e r 
s i l v e r u s e r s R e p o r t e u o t - ie i laehofi of s e l c : i o n of t h e i r b r a n d . 
OTHER ER/illDS 
Out of 256 r . s o n d e n t s , 1 .56 p e r c e n t u s e o t h e r b r r - n d s . 
75 p r e c e n t s s e l e c t e d t h i e r b r a n d s by t e s t i n g d i f f e r n t . 
(Co-n-td ) 
3^ 
brands and 25 percent reported tha t they have selected 
t h e i r brand inc iden ta l ly • 
3, For hov; long have you been using your brand? 
Refer to t a b l e No.6 in appendices. 
Of the t o t a l respondents^ 2 2.26 percent are continuously 
using t h e i r brand for l e s s than two years « 33.59 percent 
reported tha t they are continuing with t h e i r brand for 
more th^al' 2 years but l e s s than 4 yea r s , 28.12 percents respondent 
werje continou-ing with the brand for more than 4 years but 
.ess than 6 years , and 16.01 percent respondents were found 
using the same brand for more than 6 years . 
Further break up of t h e data shov;s tha t in the income 
group below Ks, 1000, 27.67 reported tha t they have been using 
t h e same brand for l e s s than 2 years^43.45 percent of the 
respondents were found using the same brand of blade foi 
more than 2 years but l e s s than 4 yearsj,18,03 percent of 
respondents reported tha t they v/ere continuing with the same 
brand of blade for more than 4 years but l e s s than 6 years 
and I0.65percent of respondents reported tha t they were 
using the same brand for more than 6 years . 
3Sr 
In the income group Es, 1000-1500 percent of the 
•Respondents reported t h a t they have been using the same brand 
for l e s s than 2 years;»29.24 of the respondent were found 
using the brand for more than 2 years but l e s s than 4 years> 
36 .92 percent of the respondaits reported tha t they aye 
continuing with the same brand of blade for more than 4 
years but lest, than 6 years and 18,46 percent j'fifthe respondent 
reported tha t they were asing the same brand for more than 
6 years . 
In the income group Rs, 1500 -2000 / 16.66 percent 
of the respondents reported tha t they have been using the 
sartte brands for l e s s than 2 years^ l9 .45 ' percent of the 
respondents v/ere found using the same brand for more than 
2 years but l e ss than 4 years / 38.88 percent of the 
respondents reported tha t they . were continuing with 
the same brand of blade for more than 4 years but l e ss than 
6 years and 25 percent of the respondents reported tha t 
they were using the same brand for more than 6 years . 
In t he income gropp above fo, 2000/ 21,21 percent 
of the respondents reported tha t they have been using the 
same brand ror l e s s than 2 ye..rs^21.2l percent of the 
3 ^ 
r e s p o n d e n t s v^ere found u s i n g t h e same b r a n d f o r more 
t h a n 2 y e a r s b u t l e s s t h a n 4 y e a r s / 36 .37 p e r c e n t of 
t h e r e s p o n d e n t s r e p o r t e d t h a t t h e y were c o n t i n u i n g w i t h 
t h e i a m e b r a n d of b l a d e f o r mDre t h a n 4 y e a r s b u t l e s s 
t h a n 6 y e a r s and 21,2fl. p e r c e n t of t h e r e s p o n d e n t s r e p o r t e d 
t h a f e ^ h e y v/ere u s i n g t h e same b r a n d f o r more t h a n 6 y e a r s . 
R e f e r t o T a b l e No, 7 i n a p p e n d i c e s 
STUDH'JTS F u r t h e r b r e a k up of d a t a on t h e b a s i s of p r o f e s s i o n 
shows t h a t 3 2 , 2 2 p e r c e n t of s t u d e n t s w e r e c o n t i n u i n g w i t h 
t h e same b r a n d f o r l e s s t h a n 2 y e a r s , 4 5 , 5 6 p e r c e n t of t h e 
s t u d e n t s f o r more t h a n 2 y e a r s b u t l e s s t h a n 4 years«15,"56 
p e r c e n t s t u d e n t s f o r more t h a n 4 y e a r s b u t l e s s t h a n 6 y e a r s 
and G.6(Jpercent s t u d e n t s w e r e u s i n g t h e same b r a n d f o r 
more t h a n 6 y e a r s , 
TEi-^ CHERS 
1 1 . 1 1 p e r c e n t t e a c h e r s were found u s i n g t h e same 
' b r a n d f o r l e s s t h a n 2 y o a r s ^ S l , 11 p e r c e n t t e a c h e r s f o r more 
t h a n 2 y e a r s b u t l e s s t h a n 4 y e a r s ^ 3 5 . 5 6 p e r c e n t f o r more 
t h a n 4 y e a r s b u t l e s s t h a n 6 y e a r s and 2 2 , 2 3 p e r c e n t t e a c h e r s 
v/cre found u s i n g t h e same b r a n d f o r more t h a n 6 y e a r s . 
3^ 
BUSINESSMEN 
2 6 . 6 7 p e r c e n t b u s i n e s s m e n were found c o n t i i u - i n g _. 
"with t h e same b r a n d f o r l e s s t h a n 2 y e a r s / 2 4 . 4 5 p e r c e n t 
f o r mor'e t h a n 2 y e a r s b u t l e s s t h a n 4 y e a r s ^ 3 3 , 3 4 p e r c e n t 
f o r more t h a n 4 y e a r s b u t l e s s t h a n 6 y e a r s and 1 5 , 5 6 p e r c e n t 
were found c o n t i n u i n g w i t h t h e same b r a n d f o r more t h a n 6 
y e a r s • 
GOVERNMEI\^ T SERVmiS 
13 ,95 p e r c e n t government s e r v a n t s w e r e found c o n t i n u i n g 
w i t h t h e same b r a n d f o r l e s s t h a n 2 y e a r s , 3 2 , 5 6 p e r c e n t 
f o r more t h a n 2 y e a r s b u t l e s s t h a n 4 y e a r s , 3 2 , 5 6 p e r c e n t 
f o r more t h a n 4 y e a r s b u t l e s s t h a n 6 y e a r s and 2 0 , 9 3 p e r c e n t 
w e r e found c o n t i n u i n g ii / i th t h e same Lrand of b l a d e i o r 
more t h a n 6 y e a r s , 
DOCTORS 
16 .67 p e r c e n t of d o c t o r s w e r e c o n t i n u i n g v ; i th t h e 
same b r a n d f o r l e s s t h a n 2 y e a r s ^ 2 7 , 7 8 p e r c e n t f o r 
more t h a n 2 y e a r s b u t l e s s t h a n 4 y u a r s ^ 3 3 , 3 4 p e r c e n t f o r 
more t h a n 4 y e a r s buL l e s s t h a n 6 y e a r s and 2 2 , 2 3 p e r c e n t 
w e r e found u s i n g t h e same b r a n d f o r more t h a n • y e a r s . 
3 8 
13.34|ifercent Engineers were found using the same 
brand for l e s s than 2 years , 6.67 percent Engineers for 
more than 2 years but l e s s than 4 years^ 46« 67 percent 
for more than 4 yec.rs but l e s s than 6 years and 33,34 percent 
were found using the same brand for more than 6 years 
4, Have you ever changed your brand? 
Refer to t a b l e Ko« 8 in appendices 
Out of 256 respondents '^3,05 percent resi-ondents 
repoi-ted tha t they had chc.nged t h e i r brand while 26.95 percent 
reported tha t they had not changed t h e i r brand. 
Of the t o t a l respondents who have changed t h e i r brand 
4 8 . 1 2 / ^ r c e n t beloged t o the income below Rs,' 1000^ 26.74 
^cen t beldng to income group Rs,' 1000-1500/12,84 percent 
belonged t o t he income group Rs, 1500-2000 and 12.29 percent 
belonged to the income group above Rs. 2000. 
Of the t o t a l number of respondents vjho have not changed 
t h e i r brand 46.37 percent belonged to the income group below 
Es, 1000,21,74 percent beloged to the income group 8s,-1000-
1500,17.39 percent belonged to the income group Rs, 1500 
-200 and 14,49 percent belonged to the income group above 
Rs. 2000.' 
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Income Group below Rs 1000 
In t h i s category of mcc^me group 73.78 percent have changed 
t h e i brand vmile 26,22 percent- have not cha^^ged t h e i r brnad. 
Rs. 16?00~1500 
76.93 percent of bhe respondents .in th s categ-ory have changed 
t h e i r brnad v;hile 23.07 percent have not changed t h e i r brand. 
Ra^l5QQ"2QQQ 
66.67 percent of the re^Po^^dent in t h i s income group have 
Changed t h e i r brand v/hile 23.3^ percent have not changed t h e i r 
brand. 
Over Rs.2000 
69.69 percent of the rt^ondents in t h i s category have 
chanced t h e i r brand while 30. 30 percent repor ted, tha t they have not 
chanced t h e i r brant5^ 
4(a) If Ye^^ why? 
Refer to T,-,ble ^b.lO in appendJ-ces 
y Out of 256 respndcnts , JS7 rcpfirted tha t tl.ey have changed t . ezr 
brand. Of the t o t i l 187 respondents . , v;ho accepted tha t they have 
changed t h e i r brand, 14.97 percent changed t h e i r brand flue to chancein 
p r i ce t 48.66 percent due to t^nporary shor tage , 34.22 pe cent due to -
in t roduct ion of b e t t e r brands ^ndr 2.13 pei-cent chat ed t h e i r brand 
under the influences of other clauses. 
(Coyytd) 
4o 
Further break up of data r evea l s . 
Change in Pr ice 
Of the t o t a l respondents whc* changed t h e i r brand 
due to ch£inge in priCe^ 57.14 percent belonged to the 
ir.come group belov; Rs, 1000/ 28.58 percent in the income 
group Rs, ,1000-1500/ 7,14 percent in the income group 
Rs, 1500-20u0 and 7.14 percent of the respondents belongs 
over 
to Lhe income group Rs, 2000, 
A 
Temporary Shortage 
Of the total respondents who changed their brand 
due to temporary shortage/ 47.25 percent belonged to income 
group below Rs, 1000/ 23.07 percent belonged to income 
group Rs, 1000-1500 / 12.08 percent in the income group 
Rs, 1500 -2000 and 17.58 percent in the income group over 
2000. 
Introduction of better brands. 
Of the total respondents who changed their brand due 
to introduction of better brands/ 45,31 percent belonged 
to income group belov^  Rs,' 1000/29.68 percent in the income 
gropu Rs, 1000-1500/17.18 percent in the income group Rs, 1500-
^1 
2000 and 7 . 8 1 p e r c e n t i n t h e income g r o u p o v e r Rs«' 2 0 0 0 . 
O t h e r Causes 
Of t h e t o t a l r e s p o n d e n t s who c h a n g e d t h e i r b r a n d due 
t o o t h e r c a u s e s , 50 p e r c e n t b e l o n g e d l3j t h e income g r o u p 
belov/ Rs, 1000 and 50 p e r c e n t i n t h e income g r o u p Rs, 1 0 0 0 -
1500 and t h e r e was n o t a s i n g l e r e s p o n d e n t s i n t h e income 
g r o u p Rs, 1500-2000 and income g r o u p o v e r Rs, .2000 who 
c h a n g e d t h e i r b r a n d due t o o t h e r c a u s e s . 
Income w i s e b r e a k - u £ Kaj<r Tc AAbU ^ 
Income g r o u p belov; Rs, .1000 
Of t h e t o t a l r e s p o n d e n t s who c h a n g e d t h e i r b r a n d 
i n t h e income g r s j ip - e f o w Rs,' 1000^17 .73 p e r c e n t changed 
t h e i r b r a n d due t o c h a n g e i n p r i c e , 4 7 . 7 ^ p e r c e n t due t o 
t e m p o r a r y s h o r t a g e * 3 2 , 2 2 p e r c e n t due t o i n t r o d u c t i o n of 
b e t t e r b : and and 2 , 2 3 p e r c e n t due t o o t h e r c a u s e s . 
Income groftp te,' 1000-1500 
5f t h e t o t a l r e s p o n d o i t s who h a v e changed t h e i r 
b r a n d i n t h e income g r o u p Rs, 1000-1500 , 16 p e r c e n c s changed 
t h e i r b r a n d due t o c h a n g e i n p r i c e ^ 4 2 p e r c e n t due t o t e m p o r a r y 
s h o r t a g e / 38 p e r c e n t due t o i n t r o d u c t i o n of b e t t e r b r a n d 
and 4 p e r c e n t due t o o t h e r c a u s e s . 
4Ji 
Income g r o u p Rs, 1500"2QQ0 
Of t h e t o t a l r e s p o n d e n t s who h a v e changed t h e i r 
b r a n d i n t h e income g r o u p Rs, 1500-2000 / 8 . 3 4 p e r c e n t 
c h a n g e d t h e i r b r a n d due t o change i n p r i c e ^ 45 ,84 p e r c e n t 
due t o t e m p o r a r y s h o r t a g e , 4 5 , 8 4 p e r c e n t due t o 
i n t r o d u c t i o n of b e t t e r b r a n d . 
Income g r o u p o v e r Rs«^  .2000 
Of t h e t o t a l r e s f . o n d e n t s v/ho h a v e changed t h e i r 
h r a n d i n t h e income g r o u p o v e r Rs, 2000 , 8 .69 p e r c e n t have 
c h a n g e d due t o c h a n g e i n p r i c e ^ 6 9 . 5 6 p e r c e n t due t o 
t e m p o r a r y s h o r t a g e and 2 1 , 7 4 p e r c e n t due t o i n t r o d u c t i o n 
of b e t t e r b r a n d , 
R e f ^ r T a b l e (11) i n a p p e n d i c s 
p r o f e s s i o n w i s e b r e a k u p . 
STUDENTS 
Of t h e t o t a l number of s t u d e n t s who h a v e changed 
u h e i r b r a n d , 11,47 p e r c e n c changed i t due t o c h a n g e i n p r i c e * 
5 0 , 8 1 p e r c e n t due t o t e m p o r a r y s h o r t a g e ^ 34.42 p e r c e n t due 
t o i n t r o d u c t i o n of b e t t e r b r a n d , and 3 ,27 p e r c e n t r e p o r t e d 
o t h e r c a u s e s . 
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TEACHERS 
Of t h e t o t a l number of t e a c h e r s vjho s iv i t ched o v e r 
o t h e r b r a n d s 11«41 p e r c e n t changed i t due t o c h a n g e i n p r i c e 
60 p e r c e n t due t o t e m p o r a r y s h o r t a g e / 2 5 , 7 1 p e r c e n t d u e 
t o i n t r o d u c t i o n of b e t t e r b r a n d and 2 . 8 5 percent- re j . .or teddu€ 
t e o t h e r c a u s e s , ' 
BUSINESSMEN 
Tiiose b u s i n e s s m e n who have c h a n g e d t h e i r brandy 
12,12 p e r c e n t changed i t due t o c h a n g e i n p r i c e , 5 4 , 5 5 
p e r c e n t due t o t e m p o r a r y s h o r t a g e , 3 3 . 3 4 p e r c e n t due 
t o i n t r o d u c t i o n of b e t t e r b r a n d and t h e r e was 
n o t a s i n g l e b u s i n e s s m e n who changed t h e i r b r a n d due 
t o o t h e r c a u s e s . 
Of t h e t o t a l number of r e s p . - n d e n t s v/ho h a v e changed 
t h e i r b r a n d , 26 .82 p e r c e n t r e p o r t e d due t o change .m p r i c e , 
34 .15 p e r c e n t due t o t e m p o r a r y s h o r t a g e . and 3 6 . 5 8 p e r c e n t 
due t o i n t r o d u c t i o n of b e t t e r b r a n d and 2 . 4 3 p e r c e n t 
i~eported due t o o t h e r c a u s e s . 
D0C10RS 
Those Doc to r s who h a v e c h a n g e d t h e i r b r a n d , 2 5 . p e r c e n t 
^i 
Ch?ngec t l e i r b r a n d d u e t o c h a n g e i n p r i ce /SVi rS p e r c e n t due 
t o temporar^;^ s h o r t a c e / 3 7 , 5 p e r c e n t due t o i n t r o d u c t i o n of 
b e t t e r Lrand ^thex-e x.as no one - n fhirwjirirnnir rrnnx^ T''"n 
char .ced t a e i r b r and due t o o t h e r c a u s e s , 
ENGINEERS 
1'hose E n g i n e e r s v/ho have changed t h e i r b r a n d , t h e r e vjas 
n o t a s i n g l e E n g i n e e r s who s w i t c h e d o v e r t o o t h e r b r a n d s due 
t o c h a n g e -in p r i c e v ; h i l e 4 4 . 4 5 p e - c e n t chaged t h e i r b r a n d due t^ . 
t e r ivo r r i ry s . o r t a ^ c and 5 5 . 5 5 r^ercent d u e t o i n t r o d u c t i o n of b e t t e r b rana 
b u t no E n c i n e e r s h a v e c h a n g e d t h e i r b m a d due t o o t h e r c a u s e s . 
5 , Pur ine , tern o r a r y s h r t a g e do you go t o o t h e r rnar]<:ets f o r 
y o u r b r a n d . 
Refer to table tsFo \^ ..' in apoenclces 
(a) Yes 
Of 25o respondents 72(7S.12$-o) of the consumer go to 
other mar]i:ets for their own brnads dur'inc temporary shortage 
in their own locality .Aniongthem 17 are the buyers of Topaz stainless/ 
11 panaflaa super silver stainless, 9 Erasmic Stainless supreme, 
4 
7 Savaoel,6 Gentvin(_ Silver stainless, 5 Eharat^Erasrai super 
A 
s i l v e . - , 3 V i n c i e n t s u p e r s i l v e r , 3 ^JeV/ ^vjish S t a i n l e s s , 2 Erasmici, 
2 of. e r b r a n d s , 1 S u p e r s w i s h , 1 Supef Max 1 1 , 1 Ashok S t a i n l e s s . 
> 
(,<R«|ey'1abkt»ofi()§£ 7 9 , 1 2 p e r c e n t , 2 3 . 6 1 p e r c e n t b u y e r s buy ^opaz s t a i n l e s s , 
15»28 p e r c e n t panaitia s u p e r s i l v e r s t a i n l e s s , I 2 . 5 p e r c e n t Erasmic 
^Sr 
Sta in less supreme, 9.73 percent Savage/ 8.34 percent Centivin 
S i lver S t a i n l e s s , 6.95 percent Bharat, 5.56 Erasmic Super 
S i l v e r , 4.17 percent Vincent super s i l v e r , 4.17 percent New 
Swish s t a i n l e s s , 2,78 percent Erasmic^2.78 percent other 
brands^1.39 percent Ashok S t a i n l e s s , 1.39 percent super Max 
SII and 1,39 percent Super Swish.users ro t o otliet n^rkets . 
Further analysis of the data shows tha t 77.28 percent 
of t o t a l Topaz s t a i n l e s s u s e r s , 100 percent Erasmic Super 
S i lve r u s e r s , 66.67 percent of Erasmic, 61.82 percent of 
asmic s t a i n l e s s supreme, 75 percent of New Swish s t a i n l e s s 
33.34 percent of super Swish , 87.5 percent of Savage use r s , 
50 pen ent of super Max S I I , 78.57 percent of panama 
super s i l v e r stainless_^ IQO percent of Ashok S ta in less , 
83.34 percent of Bharat, 75 percent of Centv^n S i lver Stainless^ 
100 percent of vincant super s i l v e r , and 100 percent 
of other brands users go to other markets in search of t h e i r 
own brands during temporary shortage in t h e i r local markets. 
(b) No 
Refer co table No. 14 in appendices 
Of 256 respondents 21(20.879^) do not go to other 
markets during ternmpoary shortage of their own brands in 
4r 
the loca l markets, •'^ nnong them 5 Topaz s t a m l e u s 3 panama 
super s i l v e r s t a in l e s s , 2 super swish 2 Erasmic S ta in less 
Supreme, 2,Centvin Sa l iver s t a i n l e s s , 1 Erasmic, 1 New Swish 
s t axn l e s s , 1 Savage, 1 super Max S H , 1 Bharat and r e s t 
of t he brand users do not go to other markets in search 
of t h e i r own Lrands. 
^^j^^y. t o "Iftbk -no \H 
Of 20.87 respondents who reported tha t they do not 
JO to other markets in search of t h e i r own brand, 2 3.80 percent 
of them are Topaz s t a i n l e s s u se r s , 14.29 percent Panama Super 
s i l v e r S ta in less - 9«53 percent Erasmic S ta in less supereme 
9,53 percent Super Swish, 9.53 percent Centvin Si lver Stainless^ 
4 - ^ percent Erasmic^4.76 New Swish s t a i n l e s s , 4.76 percent 
Savage u s e r s , 4.76 percent Super Max S I I and 4.76 percent 
of Bharat users reported tha t they do not go to other markets 
in search of t h e i r own brands. Further analysis of data 
shows tha t 22,73 percent of t o t a l Topaz S ta in less u se r s , 
66.67 percent super Swish u s e r s , 33,34 percent Erasmic, 50 
percent super Max S I I - 25 percent Mew Swish s t a_n l e s s , 
25 percent Centvin s i l v e r S t a i n l e s s , 21,43 percent Panama 
Super S i lver S t a i n l e s s , 18.19 percent Erasmic S ta in less 
supreme, 16.67 percent Bharat, 12,5 percent Sevage users 
and r e s t of the brand users reported tha t they do i.ot 
Oo to o ther markets in search of t h e i r own brands during 
4r 
During temporary'- shortage in t h e i r local markets. 
You 
7, V'Jhat do think about the claims made in ^;avertisement7 
A 
Refer to table'•^'^o, 15 in appendices* 
Out of 256 pesixDndents 10,93 percent bel ieve tha t 
claims made in advertisement are extremely t r u t h f u l , 
36.32 percent bel ieve i t some v;hat t ru t l i fu l , 39.45 percent 
be l ieve i t t r u t h f u l / 1.95 percent be l ieve i t misleading, 
0,7S percent bel ieve i t e>±remely misleading 7.42 percent 
be l iey^ i t ne i ther t ru th fu l nor misleading and 3.12 percent 
TOt have Qny o . in ion . 
bontd) 
4^ 
Extremely t ru th fu l 
Of the t o t a l respondents who bel ieve tha t claims . 
made in advertisement are extremely t ru th fu l ,42 .85 percent 
belonged to the income group below Rs. 1000/ 25 percent belonged 
to t h e income group Rs,- 1000-1500, 14/28 percent belonged 
to the income group Rs. 1500-2000 and 17.85 percent belonged 
to t he income group/ over Rs, 2000. 
Of the t o t a l respondents who be l ieve tha t claims made 
in advertisement are some what t r u t h f u l , 46.23 percent 
belonged to the income group below Rs, 1000, 23.65 percent 
fere in the income group Rs, 1000-1500, 13.98 percent in the 
group Rs, 1500.200 and 16.13 percent in the income group over 
Rs, 2000. 
Truthful 
Of the t o t a l number of respondents who be l ieve tha t 
claims made in advertisement are t fUthful . 44.56 percent 
belonged to the income group below Rs, 1000, 30,69 percent 
were in the iicome group Rs, 1000-1500, 13.86 percent in the 
-^ 7 
income group Rs, 1500-2000 and 10*89 percent in the income 
group over Rs, 2000, 
Misleading. 
Of ^he t o t a l Respondents who bel ieve tha t claims made 
in advertisement are misleading-80 percent vere in the income 
group below jJ i^OOO^ 20 percent each were in the income group 
Rs, 1000-1500. 
Extpefnely misleading 
Of the t o t a l respondents who be l ieve tha t claims 
made in advertisment are extremely misleading,100 percent 
belonged to the income group belov; Ps, 100, and no respondents 
of ofener income groujjs gave any comments on the claims 
nade in advertisements • 
Neither t ru th fu l nor misleading* 
Of t he t o t a l respondents who bel ieve tha t claims 
made in advertisement are ne i ther t r u th fu l nor misleading 
68.42 percent belongea to the income group below Rs, 1000, 
10.52 per ent belonged to the income group Rs, 1000-1500, 
15,79 percent v/cre in the income group . Es, 1500-2000, and 
/ 
5,26 percent belonged to the income group over Es, 2000. 
Do n o t 3cnow 
Of t h e t o t a l r e s i ^onden t s who haveno o_-inion i 'bout t h e c l a i m s 
made m Q ' - i v e r t i s e n e n t , 3 7 . 5 pex 'cen t b e l o n g e d t o t h e xmcome group below 
Rs, 1 0 0 0 , 2 5 p e r c e n t b e l d n g e d t o t h e income g r o ^ p RslOOO-1500 and 25 
p e r c e n t .m t h e income g r o u p Rs. 1500-2000 a n d l 2 , 5 p e r c e n t m t h e income 
g r o u p o v e r Rs,2000, 
S. Does t h e p r i c e of t h e s l a d e e f f e c t t h e c h o i c e of a p a r t i c u l a r b r a n d . 
Yes ( ) No ( ^ 
R e f e r t o t a b l e -'-^ o, (17 ) m a p p e n d i c e s 
Out of 256 r e s p o n d e n t s / 29 ,69 loercen s a c c e p t e d t h a t t h e p r i c e t h e of 
t h e d i f f e r e n t b r a n d s of b a l d e i n f l u e n c e d t h e c h o i c e of a p a r t i c u l a r 
b r a n d ^ u h i l e 7 0 , 3 1 p e r c e n t of r e s p o n d e n t s r e p r t e e t thfet t h e p r i c e of t h e 
Jn.ade have no i m p a c t o v e r t h e c h o i c e of a p a r t i c u l a r b rnad of b l a d e . 
Income v;i&e A n a l y s i s 
•"^urther b r e a l : up of t h e d a t a s h o v s t h a t m t h e income gro^_-^ 
l e s s t ha r /Rs . 1 0 0 0 / 3 2 , 7 9 p e r c e n t f I t t h e impac t of p r i c e m t h e c h o i c e 
of a T ^ r t i c u l a r b r a n d of b a l d e , v / h i l e 6 7 , 2 1 percen-c l e l t t h a t t h e r e 
i.s no i-rpcict of p r i c e on c h o i c e . 
In t h e income g r o u p Ks, 1000-1500 / 2 9 , 2 4 p e r c e n t f e l t t h e impac t of 
p r i c e ^vhlle 70 ,77 p e r c e n t f e l t no i m p a c t of p r i c e o v e r t h e c h o i c e of a 
p a r t i c u l a r b r a n d ofbfifltdc. 
In t h e income r r o u p Rs, 1 5 0 0 - ' 0 0 0 / 27 ,7C accexj ted t h a t t h t r c \ as 
i n f l u e n c e of p^- ice on t h e c h o i c e of a p a r t i c u l a r b r a n d \vh i l e 7 2 , 2 3 pejrcen 
« 
percent f e l t t ha t t he r e \ as no influence of p r i ce on the choice. 
sr 
of p r i c e on c h o i c e . 
In t h e income g r o u p o v e r Rs, 2 0 0 0 , 2 1 , 2 1 p e r c e n t f e l t 
t h e i apac t of p r i c e w h i l e 7 8 . 7 9 p e r c e n t i : e l t no impac t of 
p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d . 
P r o f e s s i o n w i s e A n a l y s i s . . , 
R e f e r t o t a b l e No« 18 i n a p p e n d i c e s 
Of t h e t o t a l number of r e s p o n d e n t s v/ho f e l t t h e impac t 
of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r Lrand_j39«47 p e r c o i t 
wer-e s t u d e n t s ^ 1 4 , 4 7 p e r c e n t were t e a c h e r s , 1973 p e r c e n t 
w e r e B u s i n e s s m e n , 1 5 . 7 9 p e r c e n t w e r e Government s e r v a n t s 
3 ,95 p e r c e n t were d o c t o r s , a n d 6 , 5 6 p e r c e n t V7ere E n g i n e e r s . 
Of t h e t o t a l number of r e s p o n d e n t s who r e p o r t e d nO 
impac t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of 
. a d e , 3 3 , 3 4 p e r c e n t s v;ere s t u d e n t s , 16 ,12 p e r c e n t w e i e 
t e a c h e r s ^ 18 .89 p e r c e n t w e r e B u s i n e s s m e n , 1 7 , 2 3 p e r c e n t 
were (government s e i v a n t s ^ 8 . 3 4 p e r c e n t w e r e d o c t o r s and 5 .56 
p e r c e n t were E n g i n e e r s . 
STUDENTS. ' 
33«'34 p e r c e n t s t u d e n t s f e l t t h e i m p a c t of p r i c e 
o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d w h i l e 66 ,67 p e r c e n t 
f e l t no i m p a c t of p r i c e . 
SZ 
TEACflERS 
2 4 . 4 5 p e r c e n t t e a c h e r s r e p o r t e d t h e impac t of p r i c e 
o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of b l a d e y h i l e t h e 
r e s t 7 5 . 5 6 p e r c e n t r e p o r t e d no i m p a c t of p r i c e . 
EUSINESSMEN 
35 .34 p e r c e n t b u s i n e s s m e n a c c e p t e d t h a t p r i c e dsouwc 
i m f l u e n c e o v e r t h e c h o i c e w h i l e 66«'67 p e j x t r t e d no 
impac t of p r i c e o v e r t h e c h o i c e of a p a r t i c u a l a r b r a n d 
of b l a d e . 
GOVERNMENT SERVAI-JTS 
2 7 , 9 0 p e r c e n t f e l t i n f l u e n c e of' p r i c e w h i l e 7 2 , 0 9 
p e r c e n t f e l t no i n f l u e n c e of p r i c e o v e r t h e c h o i c e of 
^ - b r a n d of b l a d e . 
TORS 
1 6 , 6 7 p e r c e n t f e l t t h e impac t of p r i c e o v e r t h e c h o i c e 
of b r a n d w h i l e 8 3 , 3 4 p e r c e n t f e l t no\ impac t of p r i c e o v e r 
t h e c h o i c e of a p a r t i c u l a r b r a n d of b l a d e , 
ENGINEERS. 
3 3 , 3 4 p e r c e n t E n g i n e e r s f e l t i n f l u e n c e of p r i c e w h i l e 
6 6 . 6 7 p e r c e n t f e l t no i n f l u e n c e of p r i c e o v e r t h e c h o i c e 
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of a brand of blade. 
x'^ ef er to t a b l e no« 19 in appendices 
Brand wise Analysis 
Of the t o t a l number of respondents v/ho f e l t 
the impact of p r i ce on the choice of a p a r t i c u l a r brand of 
blade , 2 2,37 percent v^ere Savage blade users> 19.74 percent 
pere / Erasmic Super s i l v e r users;,28.95 percent were Topaz 
s ta inless super s i l v e r users_^ 28,^5 percent were Topaz Stain-
l e s s users 2.63 percent were Centivin s i l v e r S t a i n l e s s , 7,89 
percent v;ere Erasmic S ta in less Supreme^6.58 percent v;ere 
Panama Super Si lver S ta in less u s e r s , 2.63 percent v;ere 
super Swish u s e r s , 3.95 percent were Vincent super s i l v e r 
users / and 1.31 percent were other brands use r s , 3.95 
perpcient Nel^ l Super Swish users . 
Of the t o t a l number of respondents who f e l t tha t p r ice 
has no influence,45 percent were Topaz S t a i l e s s users^l2 .23 
percent were ganama super Si lver S ta in less 10,56 /perci et 
were Erasmic S ta in less supreme users^ 5.56 percent were 
Erasmic users^4.45 percent v.'ere Ncvi Super Swish s t a i n l e s s 
users / 3,34 percent were Erasmic super s i l v e r users , 3.34 
percent v;ere Eharat u s e r s , 2,78 percent were Savage user^ 
1,67 percentswere Super Max S II^Ashok Stainless^ 
5^ 
and o t h e r b r a n d s u s e r s ( e a c h ) ^ 3 , 3 4 p e r c e n t were s u p e r sv/ ish 
u s e r s and 4«45 p e r c e n t C e n t v i n s i l v e r . S t a i n l e s s u s e r s 
TOPAZ STAINLESS 
2 1 , 3 6 p e r c e n t Topaz u s e r s a c c e p t e d t h a t t h e r e was 
i n f l u e n c e of p r i c e o v e r -^he c h o i c e of t h e b r a n d w h i l e 7 8 . 6 4 
p e r c e n t f e l t no i m p a c t o f p r i c e o v e r t h e c h o i c e of b r a n d 
ERASMIC SUPER SILVER 
7 1 , 4 3 p e r c e n t of t h e E ra s mic s u p e r s i l v e r u s e r s a c c e p t e d 
t h e impac t of p r i c e w h i l e 2 8 , 5 7 p e r c e n t r e p o r t e d no impac t 
of p r i c e o v e r t h e c h o i c e of t h e b r a n d , 
ERASMiC 
o , o p e r c e n t o f t h e Erasmic u s e r s f e l t t h e i n f l u e n c e 
o f / P r i c e o v e r t h e c h o i c e w h i l e 100 p e r c e n t r e p o r t e d no impac t 
'bf p r i c e o v e r t h e c h o i c e of t h e b r a n d , 
ERASMIC STAIIM'LESS SUPREME 
24 p e r c e n t of t h i s b r a n d u s e r s r e p o r t e d t h a t t h e :i5rice 
had no i n f l u e n c e o v e r t h e c h o i c e of t h e brand w h i l e 76 
p e r c e n t b e l i e v e d t h a t t h e r e was no i n f l u e n c e o v e r t h e c h o i c e 
of t h e i r a n d . 
ss 
MEV/ . SWISH ^TAf-^^^-E&s 
2 7 . 2 8 p e r c e n t of Hew « u p e r s w i s h u s e r s f e l t 
impac t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of 
b l a d e w h i l e 7 2 , 7 3 p e r c e n t f e l t no impac t of p r i c e o v e r t h e 
c h o i c e of a p a r t i c u l a r b r a n d of b l a d e , 
SUPER SWISH^ 
75 p e r c e n t of Supe r Swish u s e r s f e l t : no 
i n f l u e n c e of p r i c e o v e r t h e c h o i c e w h i l e 25 p e r c e n t 
r e p o r t e d i n p a c t of j j r i c e o v e r t h e c h o i c e . 
SAVAGE 
7 7 . 2 8 p e r c e n t of s a v a g e u s e r s f e l t t h e impac t of p r i c e 
o v e r t h e c h o i c e of b r a n d w h i l e 2 2 , 7 3 p e r c e n t f e l t no 
i n f Lkfence of p r i c e o v e r t h e c h o i c e . 
SUPER MAX S I I 
0 , 0 p e r c e n t of t h i s b r a n d u s e r s r e p o r t e d xvnpact 
of p r i c e o v e r t h e c h o i c e of b r a n d w h i l e 100 p e r c e n t f e l t 
no i n f l u e n c e of p r i c e o v e r t h e c h o i c e of b r a n d . 
PANAI-IA SUPER SILVER STAINLESS 
1 8 , 5 ^ p e r c e n t of t h i s b r a n d u s e r s f e l t t h e impac t 
56 
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of p r i c e o v e r t h e c h o i c e of b r a n d s and 8 1 , 4 8 p e r c e n t 
r e p o r t e d no i n f l u e n c e of p r i c e o v e r t h e c h o i c e of b r a n d , 
ASHOK STAIKTLESS 
0 , 0 p e r c e n t of Ashok S t a i n l e s s u s e r s r e p o r t e d i n f l -
u e n c e of p r i c e o v e r t h e c h o i c e of b r a n d w h i l e 100 p e r c e n t 
f e l t no impac t of p r i c e o v e r t h e c h o i c e , 
BHARAT 
OvO p e r c e n t of E h a r a t u s e r s ^^^^ ^^^^^ ^ f ^.^^^^ 
o v e r t h e c h o i c e of b r a n d w h i l e 100 p e r c e n t of t h e u s e r s 
r e p o i r t e d no i n f l u e n c e of p r i c e o v e r t h e c h o i c e of b r a n d , 
CWllTVm SILVER STAINLESS 
20 p e r c e n t of t h i s b r a n d f e l t i m p a c t of p r i c e o v e r 
t h e c h o i c e of b r a n d w h i l e 80 p e r c e n t R e p o r t e d no i n f l u e n c e 
of p r i c e o v e r t h e c h o i c e of b r and , ' 
VI^ENT SUPER SILVER -
100 p e r c e n t of V i n c e n t s u p e r S i l v e r u s e r s f e l t 
impac t of p r i c e o v e r t h e c h o i c e of b r a n d v.?hile o,'0 p e r c e n t 
f e l t no i m p a c t of p r i c e o v e r t h e c h o o c e of b r a n d , 
OTHER DRAI\D, 
25 p e r c e n t of o t h e r b r a n d u s e r s r e p o r t e d t h e irnpoact 
of p r i c e o v e r t h e c h o i c e w h i l e 75 p e r c e n t r e p o r t e d no impac t 
p r i c e o v e r t h e c h o i c e of uhe b r a n d of b l a d e . 
6f 
9, If the p r i ce o£ your brand mcrcoses in respect t o other 
brandsv/ould you sv.'itch over t o other brands. 
Refer to t ab l e No« 20 in ai^pendices 
Out of 256 r spondents^ 17.19 percent reported tha t 
they v;T.llSv.'itch over to other brands if the p r ice of 
t h e i r brcnd increases v;hxle 82,81 percent \ ; i l l not change t h e i r 
brandyvjill s t i c k to t h e i r owii brands e i t he r the p r i ce of 
t h e i r OVJTI brand m c r t a s e s or decreases , 
9, (A) If Yes '^/iiv? 
Refer to t ^ l e No, 2r; xn appenaict 
(Contd) 
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Of t h e t o t a l r e s p o n d e n t s 4 3 . 1 9 p e r c e n t of them r e p o r t e d t h a t 
t h e y v. ' i l l s v / i t c h o v e r t o o t h e r b r a n d s a s p r i c e goes up 
beyond r e a c h . 5 4 . 5 5 p e r c e n t w i l l c h a n g e t h e i r b r a n d due t o f a l l 
i n t h e p r i c e of o t h e r b r a n d i . e . o t h e r b r a n d become c h e a p e r 
and 2 . 2 8 pe i -cent of t h e consumers of b l a d e w i l l s u b s t i t u t e 
t h e i r b r a n d f o r o t h e r s d u e t o o t h e r r e a s o n s . 
li-iCOME WISE ANALYSIS _ 
F u r t h e r a n a l y s i s of t h e d a t a on t h e b a s i s of 
/ l i . come shows t h a t 64 p e r c r j i t s of t h e b l a d e u s e r s who wi£^ c h a n g e 
t h e i r b r a n d as p r i c e g o e s up beyond r e a c h b e l o n g s t o t h e income 
g r o u p be low Rs. 1000/ 36 p e r c e n t of them belov; Es, 1000 income g roup 
w i l l c h a n g e t h e i r b r a n d a s o t h e r b r a n d become c h e a p e r . 
In t h e income g r o u p Rs.' 1000-1500 , 75 p e r c e n t c o n s -
l e r s of b l a d e r e r x ^ r t e d t h a t t h e y w i l l c h a n g e t h e i r b r a n d a s 
o t h e r b i a n d become C h e a p e r ^ l 6 . 6 7 p e r c e n t of t h e Rs, 1000-1500 i n -
come g r o u p s wii£i c h a n g e a s p r i c e goes - ' '"-^ P beyond t h e i r r e a c h and 
o n l y 8 .34 p e r c e n t v / i l l c h a n g e due t o o t h e r r e a s o n s . 
In t h e income g r o u p s Rs» 1 5 0 0 - , 8 0 p e r c e n t of t h e b l a d e 
u . -e r s w i l l c h a n g e t h e i r b r a n d a s o t h e r b r a n d become c h e a p e r 
and o n l y 20 p e r c e n t of t h i s income g r o u p s willd c h a n g e due t o p r i c e 
go up •:.,.., "ond rffiach. 
Sf 
I n the income group above Rs. 2,000, percent 100 w i l l change 
t h e i r brand as other brand become cheaper. 
Further break up of the data shows t h a t those consumers 
of blade who w i l l change t h e i r brand due to p r i c e go up beyond 
t h e i r reach 84.21 percent of them belongs to income group below 
Rs . 1,000, 10.52 percent belongs to the income groups Rs, 1,000-
1,500, 5.26 percent comes i n the income group Rs. 1,500-2,000 
and no one of the income groups over Rs. 2,000 w i l l change due 
to t h i s reason . 
Of the t o t a l respondents who w i l l switch over to other 
brands as other brand become cheaper, 37.5 percent of them 
belongs to the income groups below Rs. 1,000, 37.5 percent of 
the income groups Rs. 1,000- 1,500, 16.67 percent to the income 
groups Rs. 1,500-2,000 and 8.34 percent belongs to the income 
group over Rs.' 2,000. 
Of the t o t a l respondents who w i l l switch over to other 
-"brand d u e / o other r ea sons , 100 percent of them belongs to the 
income groups Rs. 1,000- 1,500. 
da 
• 9 ( i i ) I f No Vlhy Of t h e t o t a l number of res ; . :ondents who 
r e p o r t e d t h a t t h e y w i l l n o t c h a n g e t h e i r ov.oi b r a n d i f t h e p r i c e 
of t h e i r b r a n d i n c r e a s e s i n r e s p e c t t o o t h e r brands_>76.89 p e r c e n t 
r e p o r t e d t h a t t h e y w i l l n o t c h a n g e t h e i r ov/n b r a n d as o t h e r b r a n d 
w i l l n o t s u i t u s and 2 3 . 1 1 p e r c e n t v. ' i l l n o t s u b s t i t u t e f o r o t h e r 
b r a n d s a s L^^JMlct » P r i c e r i s e i s n e g l e g i b l e t o thenu 
INCOME WISE Al '^ALYSIS 
l.ef^zT t o t a b l e No« 22 i n a p p e n d i c e s . 
F u r t h e r a n a l y s i s of t h e d a t a on t h e ioas is of income g roups 
r e v e a l s t h a t 7 2 , 1 6 p e r c e n t of b l a d e consumers v ; i l l n o t change 
t h e i r b l a n d a s o t h e r b r a n d v ; i l l n o t s u i t them b e l o n g s t o t h e 
income g r o u p be low Es, 1000/ 2 7 , 8 3 p e r c e n t of t h e below Rs.'.lOOO 
LC'.^ me g r o u p w i l l n o t s w i t c h o v e r t o o t h e r b r a n d s as StypUil^ 
p r i c e r i s e of t h e i r own b r a n d i s n e g l e g i b l e t o the. , ; . 
I n o t h e r income g r o u p s Es, 1 0 0 0 - 1 5 0 0 , 
7 7 . 3 6 of t h e b l a d e u s e r s r e p o r t e d t h a t t h e y w i l l n o t change 
t h e i r ovm b r a n d a s o t h e r b r a n d of b l a d s w i l l n o t e u d t t h e m . 
and 2 2 , 6 4 p e r c e n t of t h i s income g r o u p wiCt n o t s u b s t i t u t e t h e i r 
own b r a n d f o r o t h e r b r a n d s of b l a d e a s s l ight p r i c e r i s e t h e i r 
/\ 
brand i s neglegible t o them. 
6f 
In the income groups Rs.' 1500-2000/ 80,65 percent wi l l 
not change t h e i r brand as other brands of blade wi l l not su i t 
to them and 19,35 percent of t h i s income group are not influenced 
by s l i g h t p r i ce r i s e of t h e i r own brand. 
87,09 in the income group over Rs, 2000 percent 
of the blade consumers reported tha t they wi l l not cha-nge t h e i r 
own brand as other brand wi l l not s u i t them and 12.90 percent 
users of t h i s income groups a r e not switch over to other 
brands of blade as St^ j^i*** '• p r i c e j- ise i s neglegible to them. 
Further break up of the data shov/s t ha t those blade 
use is who wi l l not change t h e i r own brandf^due to the fact that 
o ther brand of blades wi l l not s u i t them^42,94 percent of 
them belongs to income group below Rs, 1000/ 2'S»-|6 percent comes 
inythe income group Rs, 1000-1500 /15.34 percent of the 
•income groups Rs,'.1500-2000 and 16.56 percoi t belongs to the 
income group over Rs. 2000, Of the t o t a l respondents who wi l l 
not s u b s t i t u t e t h e i r own brand for o ther brands as ^ixs^f^ p r ice 
r i s e of t h e i r own brand i s negelgible to them/ 55,10 % of the 
blade consumers belongs to the income group below Rs, .1000/ 
24.49 percent of the ii-come group Rs. 1000-1500 , 12.25 percent 
comes to the income group Rs. 1500-2000 and 8,16 percent bel )ngs 
t o the income groyp over Rs, 2000.' 
6Z 
to* Rank ing o£ a t t r i b u t e s 
R e f e r t o t a b l - e no« 24 I n a p p e n d i c e s 
FIRST RAI'IlP 
Out o f 256 r e s p o n d e n t s , 5 6 . 2 5 p e r c e n t of t h e consumers 
g a v e t h e i r f i r s t ranlc t o c o a t i n g t h a t g i v e s smooth s h a v e 
f o l l o v / e a by 26»17 p e r c e n t t o s h a r p edge and 17«57 p e r c e n t 
t o l o n g e r l i f e . 
SECOND RANK 
5 1 . 5 7 p e r c e n t of t h e consximers g a v e t h e i r f i r s t r a n k 
t o s h a r p e d g e follcKirad by 30 .07 p e r c e n t t o c o a t i n g t h a t 
g i v e s smooth s h a v e and 1 8 . 3 5 p e r c e n t t o l o n g e r l i f e . 
THIRD RAI-JK 
6 4 . 0 6 p e r c e n t of t h e r e s p o n d e n t s g a v e t h e i r 
t h i r d ^ ^ ^ ^ ^ t o l o n g e r l i f e f o l l o w e d by 2 2 , 2 6 p e r c e n t t o s h a r p 
e d g e and 1 3 . 6 7 p e r c e n t t o c o a t i n g t h a t g i v e s smooth s h a v e . 
/ 
On the basis of these ranking of attribuits coating 
that gives smooth shave emerged as ynDst sought and important 
one followed by sharp edge and the longer life. 
Ranking of Attributs that influence brand choice. 
This includs the ranking of first three important 
autributs as first , second and third from each 
respondents. 
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The a n a l y s i s i n - c o r x o o r a t e s r a n k i n g of r e sx :onden t s b e l o n g i n g 
fz~om d i f f e r e n t p r o f e s s i o n a l g r o u p e s . 
PROFESSIONAL GROUPS. 
R e f e r t o t a b l e no» 25 i n ap;^^endices. 
F i r s t r a n k : - F i r s t r a n k i n g of a t t r i b v i t s of t h e p r o f e s s i o n a l 
g r o u p s c o i s t i t u t e d c o a t i n g t h a t g i v e s smooth s h a v e 5 6 . 2 5 p e r c e n t 
follo\;e<.i Yy^j s h a r p edge 2 6 . x7 p e r c e n t and 17 .57 p e r c e n t l o n o e r 
l i f e . 
F u r t h e r e n a l y s i s of t h e f i r s t r a n k of a t t r i b u t e s 
, Soufjhi: by p r o f e s s i o n a l g r o u p s shoxvs t h a t among s t u d e n t s 
c o a t i n g t h a t g i v e s smooth s h a v e c o n s t i t u t e d 6 3 . 3 4 p e r c e n t 
f o l l o v / e d b^^ s h a r p edge 2 2 , 2 3 p e r c e n t and l o n g e r l i f e 14 .45 p e r c e n t , 
Among t e a c h e r s c o a t i n g t h a t g i v e s smooth s h a v e 
c o n s t i t u t e d 68 .89 p e r c e n t fo l lov /ed by s h a r p edge 20 p e r c e n t and 
l o n r e r l i f e 11.12 p e r c e n t . 
Among Bus inessmen c o a t i n g t h a t g i v e s smooth s h a v e 
c o n s t i t u t e d 4 4 . 4 5 p e r c e n t f o l l o w e d by s h a r p edge 2 8 . 8 9 p e r c e n t 
and l o n g e r l i f e 2 6 . 6 7 p e r c e n t , * 
AriTong government s e r v a n t s c o a t i n g t h a t g i v e s smooth 
s h a v e c o n s t i c u t e a 4 1 . 8 6 p e r c e n t fo l lov /ed by sharx^ edce 32 ,56 
p e r c e n t and l o n g e r l i f e 2 5 . 5 8 p e r c e n t . 
6^ 
Araong Doctoirs c o a t i n g t h a t g i v e s smooth s h a v e c o n s t i t u t e d 
5 5 . 5 6 p e r c e n t f a l l o w e d by s h a r p e d g e 33 ,34 p e r c e n t and l o n g e r 
l i f e 1 1 . 1 1 p e r c e n t , - Among E n g i n e e r s c o a t i n g t h a t g i v e s smooth 
s h a v e c o n s t i t u t e d 5 3 . 3 4 p e r c e n t f o l l o w e d by s h a r p edge 33 ,34 p e r -
c e n t and l o n g e r l i f e 1 3 . 3 4 p e r c e n t . 
SECQNt> 
R e f e r t o t a b l e No. 26 i n a p p e n d i c e s 
Second r a n k of a t t r i b u t e s of t h e v a r i o u s p r o f e s s i o n a l 
j^x'oups c o n s t i t u t e d c o a t i n g t h a t g i v e s smooth s h a v e 30 .07 p e r c e n t 
f o l l o w e d b j ' shax~p edge 5 1 . 5 7 p e r c e n t and l o n g e r l i f e 18 .36 p e r c e n t . 
F u r t h e r a n a l y s i s of s e c o n d r a n k of a t t r i b u t s sough t 
by t h e above p r o f e s s i o n a l g r o u p s shev/s t h a t among s t u d e n t s 
CO a t i n i / t h a t g i v e s smooth s h a v e c o n s t i t u t e d 2 4 . 4 5 p e r c e n t 
foJ^owed. by s h a r p edge 5 6 . 6 7 p e r c e n t and l o n g e r l i f e 18 ,89 p e r c e n t 
Among t e a c h e r s c o a t i n g t h a t g i v e s smooth s h a v e c o n s t i -
t u t e d 2 4 . 4 5 p e r c e n t f o l l o w e d by s h a r p edge 60 p e r c e n t and l o n g e r 
l i f e 1 5 . 5 6 p e r c e n t , 
Among Bus ines smen c o a t i n g t h a t g i v e s smooth s h a v e 
c o n s t i t u t e d 35 .56 p e r c e n t f o l l o v / e d b y s h a r p edge 4 4 . 4 5 p e r c e n t 
and l o n g e r l i f e 20 p e r c e n t . 
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Among government s e r v a n t s c o a t i n g t h a t g i v e s smooth s h a v e 
c o n s t i t u t e d 3 7 , 2 0 p e r c e n t f o l l o w e d by s h a r p e d g e 4 4 . 1 8 
p e r c e n t and l o n g e r l i f e 1 8 , 5 0 p e r c e n t . 
Among d o c t o r s c o a t i n g t h a t g i v e s smooth s h a v e c o n s t i t u t e d 
3 8 . 8 9 p e r c e n t f o l l o w e d by sharf» e d g e 4 4 . 4 5 p e r c e n t and l o n g e r 
l i f e 1 6 . 6 7 p e r c e n t . 
Among Engiirjeers c o a t i n g t h a t g i v e s smooth s h a v e 
c o n s t i t u t e d 33 .34 p e r c e n t f o l l o e d . by s h a r p edge 4 6 / 6 7 p e r c e n t 
and l o n g e r l i f e 20 p e r c e n t . 
THIRD RANK 
R e f e r t o t a b l e Mo. 27 i n a p p e n d i c e s 
T h i r d r a n k of a t t r i b u t e s among p r o f e s s i o n a l g r o u p s 
c o n s t i t u t e d l o n g e r l i f e 6 4 , 0 6 p e r c e n t f o l l o w e d by s h a r p edge 
2 2 . 6 6 p e r c Q i t and c o a t i n g t h a t g i v e s smooth s h a v e 1 3 . 6 7 p e r c e n t . 
F u r t h e r a n a l y s i s of t h i r d r a n k of a t t r i b u t e s s o u g h t 
b y t h e above p r o f e s s i o n a l g r o u p s shows t h a t anxDng s t u d a i t s l o n g e r 
l i f e c o n s t i t u t e d 6 6 . 6 7 p e r c e n t f o l l o w e d by s h a r p edge 21 .12 p e r -
c e n t and c o a t i n g t h a t g i v ^ s smooth s h a v e 12 .2 3 p e r c e n t . ' 
Artong teachers longer life constituted hy 7 3 . 5 4 percent 
f o l l o w e d by s h a r p edge 20 p e r c e n t and c o a t i n g t h a t g i v e s smooth 
Shave 6,67 percent . 
i^ niong Businessmen longer l i f e const i tued 53. 34 percent 
followed by shaip edge 2e»6l perco i t and coating thatgives 
sraooti shave 20 percent , 
•^ m^ong Gbvernment ^ervant longer l i f e cons-tituted 
55.81 percent follv/ed by sharp edge 2 3.26 percent and coating 
t h a t gives smo.:>th shave 20.93 percent , 
Ant>ng Doctors 1 nger l i f e cons t i tu t ed 72,23 percent 
followeu hy sharp edge 22.23 percent and coat ing tha t grapes 
smoot, shave 5.86 pereent . 
Afflong Bngineerd , Longer l i f e constituted 66,67 percent 
folloved \>j sharp edge 20 percent and coating that gives smooth 
shave 13.34 percent. 
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SHAVWG CREAM 
ANALYSIS AND INTERPRETATION OF DATA 
1« Do you u s e s h a v i n g cream^. 
R e f e r t o t a h i e no«29 i n a p p e n d i c e s . 
Out of 256 r e s p o n d e n t s 197 w e r e found t o b e u s i n g 
s h a v i n g c ream w h i l e 59 r e p o n d e n t s r e p o r t e d t h a t t h e y do. n o t 
u s e s h a v i n g c r e a m . 
R e f e r T a b l e No. 29 i n a p p e n d i c e s . 
Of t h e t o t a l r e s p o n d e n t s 7 6 . 9 5 ' p e r c e n t u s e s h a v i n g 
' c r e a m w h i l e 2 3.05" p e r c e n t r e p o r t e d t h a t t h e y do n o t u s e 
s h a v i n g cream. 
F u r t h e r b r e a k u p of t h e d a t a on income v ; i s e ( w i t h r e f e r 
t o t a J J l e n o . 2 8 i n a p p e n d i c e s ^ 
'x)f t h e t o t a l r e s p o n d e n t s i n t h e income g r o u p be low 
Esy^lOOO / 7 2 , 9 5 p e r c e n t u s e s h a v i n g c r eam and 2 7 . 0 5 p e r c e n t 
do n o t u s e b h a v i n g c ream . 
Of t h e t o t a l r e s p o n d e n t s i n -che income g r o u p Rs. 1000 
- 1 5 0 0 , 7 6 . 9 3 p e r c e n t u s e s h a v i n g c ream w h i l e 2 3 . 0 8 do no t 
u s e i t . 
0 8 
Of t h e t o t a l r e s p o n d e n t s i n t h e income g r o u p Rs, 1500-
2000 , SO,56 p e r c e n t r e p o r t e d t h a t t h e y u s e s h a v i n g c ream 
. w h i l e 19 .45 p e r c e n t do n o t u s e i t . 
Of t h e t o t a l resToondents i n t h e income g r o u p o v e r 
Rs, 2000 / 8 7 , 8 8 p e r c e n t u s e s h a v i n g c ream w h i l e 12 ,12 
p e r c e n t do n o t u s e i t . 
P r o f e s s i o n w i s e b r e a k up of d a t a 
R e f e r t o t a b l e n o , 29 i n a p p e n d i c e s , 
STUDENTS 
Of t h e t o t a l r e s p o n d e n t s b e l o n g i n g t o t h i s 
p r o f e s s i o n SO p e r c e n t u s e s h a v i n g c r eam and 20 p e r c e n t do 
n o t u s e i t , 
TEACHER 
Of t h e t o t a l r e s p o n d e n t s 7 5 , 5 6 p e r c e n t of t h e teachex ' s 
r e p o r t e d , t h a t t h e y u s e s h a v i n g c r eam w h i l e 2 4 . 4 5 p e r c e n t do 
n o t u s e . 
Bus ines smen 
The r e s p o e s e s u n d e r t h i s p r o f e s s i o n g r o u p i s 
same a s u n d e r t e a c h e r s . 
^? 
GOVERNMENT SERVANTS 
*-*£ t h e t o t a l r e s p o n d e n t s 6 2 , 7 9 p e r c e n t 
ufee s h a v i n g c ream w h i l e 37»21 p e r c e n t do n o t u s e i t . 
DOCTORS 
Of -che t o t a l r e s p o n d e n t s 94#45 p e r c e n t of t h e 
d o c t o r s u s e s h a v i n g c r eam w h i l e 5 . 5 6 p e r d e n t do n o t u s e i t . 
•^GINEERS 
Out of t e t a l 15 res_ondnets 86.67 percent reported 
t h a t they use shaving cream while 13.34 do not use shaving 
cream. 
2. Which of the following brand of shaving cream do you 
purchase* 
Refer to t ab l e no« 30 in appendices 
Out of 197 respondent who use shaving cream ,24,37 
'percent reported Godreje as t h e i r favour i te brand while 
19.'79 percent, Erasmic Antiseptic^ 18.78 percent Palmolive 
.^ fimon f r e sh , 13.71 percent palmolive delux l a t h e r 3.56 percent 
old spice; 3.56 percent Nevia^ 3.05 percent Lakme, 3.05 Bmami^  
2,03 percent Erasniic leriagn-. f resh /2 ,03 percent Monarch 2.03^ 
percent Pooja, 1,53 percent old sp ice liiine f resh . » 
"^o 
1,01 percent Cos.-x^o 
0.50 Erasmic lime fresh and 1,01 percent other brands. 
In the income group below Rs.'1000^21,35percent 
used Godraj/ 19,10 percent use Erasmic Antisept ic , 14.60 
percent palmolive lemon fresh^ 13,48 percent polmolive 
delux l a t h e r , 6.75 percent Sr'Xi'ry'.i ^5,62 percent Neviea, 
3.37 percent l^iJsee, 3,37 percent Monarch 3,37 percent Poo ja 
2,25 percent Erasmic Lemon fresh 2,25 percent Cosmo, 1.43 
percent Erasmic Itme f resh , 1.13 percent old spice lime 
f i e sh , and 2,25 percent oi-her brands. 
In the xncome group Rs, 100-1500 /26 percent 
use polmolive/lemonf resh^,^ 22 percent use Godreje, 18 percent 
Erasmic AntSs*eptd:S7i 6 percent Palmolive delux l a t h e r , 8 percent 
old s p i c e , 2 percent old spice lime f resh , 4 percent Nevia 
,2 percent MorrSrch, 2 percent Pooja, 
In the income group Rs, 1500-2000 / 31,04 percent 
prefer CO use Godreje, while 20.'69 percent Erasmic Antisept ic 
,20,69 percent Palmolive L6mon f resh , 17,24 percent use 
palmolive delux l a t h e r , 3,45 percent Erasmic Lemon f resh , 
f,45 percent old sp i ce , 3,45 percent uae odl ^ i c e lime fresh. 
^ / 
Those receiving monthly income ebove Rs, 2000, 31.0^ percent 
reported Godreje as t h e i r favour i te brand, 24.14 percent 
Erasmic Ant isept ic .17.24 percent Palmolive Lemon f resh , 10,35 
percent Lakme^ 6.89 percent Palmolive delux Lathor, 6.89/ 
percent old spice and . -^ -S percent use Erasmic Lemon fresh. 
Profession v/ise brea]^ up of the data 
Refer to t a b l e no. 31 in appendices;-
Further breaJc up of the data on the basis of profession 
''shows tha t 27.78 percent of the s tudents prefer to use Goodreje 
shaving cream, 15.29 percent palmolive Lemon f resh , 12,5 
percent Erasmic Ant i sep t i c , 12.5 percent palmolive delux 
l a t h e r , 6.95 percent £ma-^^l , 5,56 percent Nevia , 4,17 
percent lakme, 4,17 percent pooja, 2.78 percent Erasmic 
lemon f resh , 2.78 percent Monarchy 1,39 percent old spice 
l .Sq percent old spice lime fresh and 2,78 percent use 
other brands, 
TEACHERS. 29.41 percent teachers v;ere found using 
palmolive Lemdn fi-esh, 26.47 percent use Godreje, 17,65 
percent use Palmolive delux l a t h e r , 11,77 perceht Erasmic 
a n t i s e p t i c , 8,83 percent old spice and 5.69 percent reported 
V 
Er^sagjBicLemon fresh as t h e n favoui^c brand. 
^z 
BUSINESSMB'3 
3 2 . 3 5 pe rcenL of t h e i r r e p o r t e d Erasraic A n t i s e p t i c 
a s t h e i r f a v o u r i t e b rand2 3 . 5 3 p e r c e n t G o d r e j e , 1 7 , 6 5 p e r c e n t 
P a l r r o l i v e Lfimon f r e s h , 8 . 8 3 p e r c e n t P a l m o l i v e d e l u x 
l a t h e r and 2 . 9 4 p e r c e n t of e a c h E ra s mic l i m e f r e s h , o l d 
s p i c e , Nev ia Lal-vme, Monarch , and Emami b r a n d s a c e t o 
be u s e d by B u s i n e s s m e n . 
GOVERlNfMEJT SERVAIsfTS. 
2 9 . 6 3 p e r c e n t of t h e Government S e r v a n t s r e p o r t e d 
Erasmic a n t i s e p t i c a s t h e i r f a v o u r i t e b r a n d , 2 5 , 9 3 p e r c e n t 
u s e G b d r e j e , 2 2 , 2 3 p e r c e n t p a l m o l i v e lemon f r e s h , 1 4 . 8 1 
p e r c e n t p a l m o l i v e de luJ : l a t h e r , 3 .70 p e r c e n t u s e Nev ia 
and a l s o 3 ,70 p e r c e n t u s e CoslKlD b r a n d s of s h a v i n g 
dream, 
DOCTORS 
2 9 , 4 1 p e r c e n t of t h e r e s p o n d e n t u n d e r t h i s p r o f e s s i o n 
r e p o r t e d E ra smic A n t i s e p t i c a s t h e i r f a v o u r i t e b r a n d , 
2 3 /53 p e r c e n t P a l m o l i v e d e l u x l a t h e r , 1 7 . 6 5 p e r c e n t p a l m o l i v e 
lemon f r e s h , 11 .77 p e r c e n t G o d r e j i , 5 . 8 8 p e r c e n t o l d s p i c e , and 
o l d s p i c e Lime f r e s h e a c h and 5 . 8 8 p e r c e n t u s e laJcne b r a n d . 
•f3 
ENGlI-iEERS 
1 5 . 3 9 p e r c e n t of t h e E n g i n e e r s were found t o 
b e u s i n g Erasmic A n t i s e p t i c / a l s o 1 5 . 3 9 p e r c e n t u s e G o d r e j e 
, 1-b^ p e r c e n t of e a c h u s e p a i r a o l i v e d e l u x l a t h e i r 
P a l m o l i v e lemon fx-esh^ o l d s p i c e , o l d s p i c e l i m e 
f r e s h ^ N e v i a , Lalcme, Monarchy Cosmo and Poo ja b r a n d 
of s h a v i n g c r e a m s , 
3» Do o t h e r members of y o u r f a m i l y u s e t h e same b r a n d of 
s h a v i n g c ream a s you use* 
R e f e r t o t a b l e No, 3% i n a p p e n d i c e s 
Out of 197 r e s p o n d e n t s 6 0 , 4 1 p e r c e n t r e p o r t e d 
t h a t o t h e r members of t h e f a m i l y w e r e u s i n g t h e same b r a n d 
which t h e y u s e w h i l e 39 ,59 p e r c e n t r e p o r t e d t h a t t h e o t h e r 
members of t h e f a m i l y do n o t u s e t h e same b r a n d 
a s t h e y u s e , 
Ingome v . i se A n a l y s i s 
Income g roup belov/ Rs, 1000 
In t h i s income g r o u p 6 1 . 7 9 p e r c e n t of t h e 
r e s p o n d e n t s r e p o r t e d t h a t o t h e r members of t h e f a m i l y 
w e r e s u i n g t h e same b r a n d of s h a v i n g c ream w h i l e 38 ,20 
7-^  
percent of the respondents reported tha t o ther 
members of the family v;ere not using the same brand. 
Income c?ro|ip fo. 1000-lBOO 
In t h i s income group 58 percent of the respondents 
reported tha t other family members where usii.g the same 
irand as they use while 42 percent reported tha t other 
members of the family do not use the same brand of shaving 
cream. 
Income group Rs, 1500 -2000 
In t h i s group 55.17 percent or the respondents 
reported tha t other family members were using the same 
brand and 44.82 percent reported tha t o ther members of the. 
family were not using the same brand, of the shaving cream. 
INcome group over Rs. 2000 
In t h i s group 65.51 percent of the respondent^, 
reported tha t the other members of the family v/ere using 
the same brand as they use while 34.48 percent reported 
tha t o ther members of the family do not sued the same 
brand of shaving cream as they use . 
fs 
^• Do, you use blade and shaving cr"eam of the same company. 
Refer to t a b l e no, 61 and 62 In appendices^ 
Of the t o t a l respondents/ 16.24 percent of them 
reported tha t they use blade and shaving cream of the 
same company/ wMle 83,76 percent do not used both 
blade and shaving cream of the same company* 
FurCher brek up of the data on the basis of income 
Befer to t a b l e no« 61 in appendices. 
Of the t o t a l res_ondents 16,85 percent of the 
resxxjndent below Es, 1000 income group use blade and shaving 
cream of the same company while 83«15 percent in the same 
inconje group do not use both of the same company • 
In the income group Ps, 1000-1500 / IS percent 
use blade and shaving cream of the same company 
but 82 percent v;ere f ound t o be using both of d i f ferent 
company. 
•¥6 
Of t h e t o t a l r e s p o n d e t n s i n t h e income g r o u p 
Rs, "1500-2000/ 1 7 , 2 4 p e r c e n t were found t o b e u s i n g 
b l a d e •Jft^- .'Ah»wi3a«7 nf t h e samp corapany v;hi 1 e 8 2 . 7 6 
p e r c e n t r e p o r t e d t h a t t h e y do n o t u s e b l a d e and 
shavincj c ream of t h e same copany . 
In t h e income c r o u p o v e r Rs, 2 0 0 0 , 10 .34 p e r c e n t 
r e s i o n d e n t s rejxDrted t h a t t h e y u s e b l a d e s and s h a v i n g 
c r eam of t h e same company v /h i l e 8 9 . 6 6 p e r c e n t do n o t 
u s e b o t h b l a d e and s h a v i n g c ream of t h e same company 
Pirofesaoon w i s e b r e a k up of t h e d a t a 
E e f e r t o t a b l e n o . 62 i n a p p e n a i c e s . 
S t u d e n t i -
Of t h e t o t a l r e s p o n d e n t s b e l o n g i n g t o t h i s 
pYo^^ s^i«>»>at g r o u p / 1 3 . 6 9 p e r c e n t u s e b o t h b l a d e and s h a v i n g 
c r e a m of t h e same company w h i l e 8 6 . 1 1 p e r c e n t s t u d e n t s 
do n o t u s e b l a d e and s h a v i n g c r eam of t h e same company, 
T e a c h e r s t -
1 1 . 7 6 p e r c e n t t e a c h e r s v '^ei^ e found t o i e u s i n g 
b l a d e and s h a v i n g c r e a m of t h e same company w h i l e 
8 8 . 2 3 p e r c e n t u s e d i f f e r e n t branife-of b l a d e and s h a v i n g 
c r e a m . 
f^ 
Busineesmen 
Of the t o t a l respondents, 17.65 percent 
businest.men reported tha t they use same brand of 
b lade and shaving cream while 82,35 percent d i f ferent 
brand of blade and shaving cream. 
Government servants 
Of the t o t a l respondents 22.2^ percent 
use while 77.78 percent do not use blade and shaving 
cream of the same company. 
Doctors. 
23,53 x-jercent doctors flfccepted t hat they use blade 
and shaving cream of the same company while 76.47 
percent reported tha t they use d i f fe ren t brands of 
b]^fae and shaving cream. 
Engineers 
Of the total number of res^^ondents 15/38 
percent Engiiiers re^^orted that they use blade and 
shaving cream of the same company v;hile 84.62.« i_ercent 





5. Which s i z e of brand packaging do you purchase . . 
Eefer to cable r o . 35 in appendices* 
Out of 197 respondents 63.45 percent reported 
la rge package of shaving cream being purchased by them 
v/hile 36.55 percent prefred to purchase sn^all package of 
the brand v;uich they used. 
Refer to t a b l e no. 37 in appendices. 
Of the t o t a l raumber of respondents using la rge 
package 28 percent respondents weie Godreje users IB.4^ 
percent Erasmic Antisept ic users^12.8 percent plmolive 
Lemon fresh u s e r s , 12 percent Palmolive delux Latheir 
u s e r s ^ 5 . 6 percent old spice users^4.8 percent lakme 
ufiers/ ^'g percent Emami users^5,6 percent Nevia user^" 
1.6 percent of Monarchyusers, 2.4 perc ent old spice 
lime fresh u s e r s , and o.81 percent of each Cosmo, Pooja 
and other brands u se r s . Of the t o t a l y\u.mi>h/of respondents 
using small sized package of shaving cream, 29.17 percent 
v/ere Palmolive Lerron fresh usersy22,23 percent were Erasmxc 
>^ntiseptic u s e r s , 18.06 percent Godreje u s e r s , 16.67 percent 
Palmolive delux l a the r u s e r s , 4.17 percent v-ere Pooja 
usersy2,78 percent were users of jeach Erasmic Lemon fresh 
Wf 
and Monarch , 1,39 p e r c e n t of e a c h Erasmic l i m e p r e s h , cosmo 
and o t h e r b r a n d s u s e r s . 
Brand w i s e A n a l y s i s 
R e f e r t o t a b l e n o , 37 i n a p p e n d i c e s , 
IRAKIS IC ACTIgEPTIC 
5 8 , 9 8 p e r c e n L of t h e r e s p o n d e n t s were foutlBt 
t o be u s i n g l a r g e s i z e paclcage whiJj^ 4 1 , 0 2 p e r c e n t ' s m a l l 
s i z e p a c k a g e . 
E j ^ M I C LEMON FRESH 
50 p e r c e n t r e s p o n d e n t s r e p o r t e d t h e p u y c h a s e 
of l a r g e s i z e p a c k a g e w h i l e 50 peYtJsnt s m a l l s i z e p a c k a g e . 
ERASM::LC I ^ E F R E S H 
100 p e r c e n t s of t h e r e s p o n d e n t s were found 
b e p u r c h a s i n g s m a l l s i z e p a c k a g e of t h i s b r a n d of 
s h a v i n g c r e a m , 
PALMOLIVE DELUX LATHER 
5 5 , 5 6 p e r c e n t s w e r e found t o b e u s i n g l a r g e 
s i z e p a c k a g e w h i l e 4 4 , 4 5 p e r c e n t w e r e found t o be s u i n g 
s m a l l s i z e p a c k a g e . 
Bo 
PALMQLIVE LEMON FRESH 
4 3 . 2 4 p e r c e n t w e r e found t o be u s i n g l a r g e 
s i z e paclcage v;. i l c 5 6 . 7 6 p e r c e n t r e p o r t e d t-he p u r c h a s e 
of s m a l l s i z e of p a c k a g e . 
GQDREJE 
7 2 , 9 2 p e r c e n t u s e r s foiind t o b e u s i n g l a r g e s i z e 
p a c k a g e v?tiiile 2 7 , 0 8 p e r c e n t w e r e found t o be u s i n g 
s m a l l s i z e paclcage . 
OLD SPICE 
100 . percent reported the purchase of large 
size package of this brand of shaving cream . 
OLD SPICE LIME FRESH, 
100 percent respondents rei.orted the purchase 
')f large size package of their brand of shaving cream, 
NEVIA 
100 percent users reportea the purchase of large 
size package while "^ v^ percent v/ere found to be using 
small size package. 
LAKME 
100 percent of the respondents reported the purchse 
of li-rge package of this brand of shaving cream. 
^ / 
'50 percents u se r s found to be us ing l a rge packa-ge while 
50 percen t were found to be using sfliall s i z e package. 
OOSI^iO 
50, percent of the use r s reported the. purchase of l a rge 
s i z e package while 50 percent reported small s i z e package being 
purchased by them, 
25 percent of the u s e r s were found to be us ing l a rge s i ze 
package while 75 percent were found to be using small s i ze 
p a c ^ g e . 
too percents of the respondents reported the use of l a rge 
s i z e package of Bmami shaving cream. 
OTHER BRAHD 
50 percent were found to be using large size package 
while 50 percent reported the purchase of small size package. 
Income wise Analysis 
Refer/to table IJo.3^in Appendices 
Of the respondents using large size package, 32 percent 
Celongs to the income group below Rs,1,000,30.4 percent to the 
income group Rs.1,000-1,500, 16.8 percent in the income group 
Rs. 1,500-2,000 and 20.8 percent were using large siz e package 
belonged to the income group above Rs. 2,000. 
^ ^ 
/ 
Of the total respondents purchasing small size 
package of shaving cream.68.06 percent belonged to 
the income • group belov/ Rs.'.lOOO, 16.67 percent to the income 
group Rs, 1000-1500, 11.12 percent to the income group 
Es, 1500-2000 & 4.17 percent belonged to the income 
group over Rs, 2000. 
low Rs. .1000 
55.06 percent of the respondents in the Categgry 
using small s i z e package while 44.94 percent large s i z e 
package. 
Rs, 1000-1500 
'6 percent of the respondents in t h i s category 
were fodnd to be using l a rge s i z e package while 24 
p e ^ e n t were using small s i z e package. 
'Rs,' 1500-2000 
72,41 percent of the respondents in t h i s category?-
v/ere found to be using large s i z e package while 27.59 percent 
v.'cre using small s i ze package. 
Over Rs, .2000 
89.65 percent of the respondents Me in 
habi t of purchasing large s i z e package while 10,35 
percent were purchasing small s ize package of 
shaving cream. 
ss 
6* Have you ever changed your bx-and? 
Refer to t a i l e no . 38 In appendices* 
Out of 197 re s i .ond tn t s 72,59 p e r c e n t r epo r t ed t h a t 
thev had chnaged t h e i r brand whi le 27.42 i->ercent 
rejx^rted t h a t they had not changed t h e i r b rand . 
Of t h e t o t a l respondents who have changed t h e i r 
b r a n d , 40.55 p e r c e n t belonged t o , t h e income group below 
Rs. 1000, 25.87 p e r c e n t belongec t o t h e incomegroup 
-Rs, 1000-1500/ 17.48 p e r c e n t t o t h e income group Es, 
1500-2000 and 16.08 p e r c e n t belonged t o t h e xncome 
group afcove Rs. 2000. 
Of t h e t o t a l respondents v;ho d id not changec 
t h ^ i b r a n d B7. 40 p e r c e n t bel ' nged t o t h e income group 
b ^ o w Rs. .1000, 24.07 pe rcen t belonged t o t h e income 
'group Rs. 1000- l iOO' , 7 .40 pe rcen t belonged bo t h e 
income g roup Rs.. 1500-2000 and 11.11 p e r c e n t belonged 
t o t h e income grou^n over Rs. 20000/ -
jjlgPing. .group belox f^ Rs. 1000 
In t h i s catego3ry of income c r o i p 65,16 pe rcen t have 
changed t h e i r brand whi l e 34.83 p e r c n t have not changed 
t h e i r b rand . 
8-? 
Hs. 100-1500 
74 percent of the x-espondents in the category 
have changed their brand while 26 percent have not 
changed their hrai d, 
Rs> 1500-2000 
86,20 percent of the respondents in the 
income group have changed their brand while 13«79 
rcent of the respondents in this category have 
not changed their brand. 
Over Rs« 2000 
79.31 x-'^^ce^t of the respondentsin the income 
grox<6 reported tha t they have changed t h e i r brands while 
JO.68 percent reported tha t the^-- have not changed 
theii- brand. 
If yes v/hy? 
£efer to t able no. 40 in appendices, 
Out of 197 respondents 72,59 percent reported 
tha t they have changed t h e i r brand,Qf the t o t a l r e s -
pondents who accepted tha t they had changed t h e i i 
brandy 35.02 percent changed t h e i r brand due to 
tamporary shor tage , ^11,32 percent due to change in 
price,40*60 percent due to in torudct ion tf Lefter 
Ss 
brand and the r e s t 3,05 percent changed t h e i r bx a^nd 
under the influence of other causes . 
Further break up of the data shows / 
Change in price* 
Of the t o t a l respondents who changed 
t h e i r brand due to change in p r i ce 47.61 percent 
belonged to the income croup below Rs. 1000/ 35.71 
'percents in t he income group Rs, .100-1500 , 9.52 percent 
in the income group Es. 1500-2000 and 7.'14 percent 
belongec to the income group over Rs. .2000. 
Temporary Shortage. 
Of the t o t a l respondents who Changed t h e i r brand 
dueyj^o temporary shor tage , 53.62 percent belonged to 
income group below Rs. .1000/18.64 percent belonged to 
t he incomer roup Rs. 1000-1500 13.04 percent in the 
income group Rs, 1500-2000 and 14.49 percent belonged 
t o the income group over Rs. 2000. 
Introduction of b e r t - e r brand. 
Of the t o t a l respondents, 37,5 percent belonged 
to the income gx'oup belov; Rs. .1000 26.25 percent in the 
ii come grouj^. 1000-1500,17.5 percent in the income group 
Rs. 1500-2000 and 18.75 percent belonged to the income 
S6 
income group over Es. 2000 due to other causes. 
Other causes. 
Of the t o t a l re spondcnts v;ho chanffd t h e i r 
brand 33,34 percent belonged t o the income group 
belov; Rs," 1000, 33,34 percent in the income group Rs, 
1500-2000/ 16,67 percent in the income group Rs. 1000-1500 
and 16,67 percent belonged to the income group over Rs, 
2000, 
Income Wise Analysis 
/«efer to t ab le no, 40 in appendices. 
Income group Lelov: Rs. 1000 
Q? the t o t a l respondents v;ho have changed t h e i r 
brand/In the income group belov; Rs. 1000 22,47 percent 
changed t h e i r brand due to change in p r i c e , 41,57 percent 
/due to tepporary shor tage , 33,70 perccent due t o 
in t roduct ion of b e t t e r brand and 2,25 percent due to 
o ther causes . 
Income group Rs, 1000-1500 
Of the t o t a l resix)ndents \n^o have changed t h e i r 
brand m the income group Rs, 1000-1500 , 30 percent 
s?-
changed theii~ brand due to -change in price^ 26 percent 
due to temporary shor tage , 42 percent due to int roduct ion 
of b e t t e r brand and 2 percent in t h i s income group 
have changed t h e i r due t o other causes . 
Irx^^mc group Rs,' 1500-2000 
Of the t o t a l respondents v;ho have changed t h e i r 
brand in the income grouj; Rs«' 1500-2000/ 13.79 percent 
have changed t h e i r brand due to change in p r i c e . 
31.03 percent due to tempoi'ary shoratage^ 48.28 percent 
due to introduct ion of b e t t e r brand and 6.89 percents 
changed t h e i r brand due to other causes . 
NCOME Group over Rs. 2000 
Of the t o t a l resxxsndents who have changed 
t h e i r brandUlO,35 percent reported tha t they have 
changed t h e i r brand due to change in p r i ce _j 34.49 
percent due to temporary shortage/ 51.73 percent 
due to intorudct ion of be t t e r brand and the r e s t 3.45 
percent in the category of income gjroup have changed 
t i ie i r brand dixe to other causes. 
88 
Refer to table no. 41 in appendices. 
Profession v/ise break up 
STUDEI-.'TS 
Of t h e t o t a l number of s t u d e n t s v/hohave change d 
t h e i r b r and , 16.67 p e r c e n t changed i t due t o change in 
p r i c e , 41.67 pe rcen t fue t o temporary s h o r t a g e , 38.89 
p e r c e n t due t o i n t r o d u c t i o n of b e t t e r brands and 2 . 7 8 
per<5ent due t o o t h e r c a u s e s . 
Of t h e t o t a l number of t e a c h e r s v/ho have 
chancjed t h e i r b rand , 17.65 p e r c e n t changed due t o 
change i n p r i c e , 29.41 pe rcen t due t o temporai-y s h o r t a g e 
50 p e r c e n t due t o i n t r o d u c t i o n of b e t t e r brands and 
2.2'4 p e r c e n t due t o o t h e r c a u s e s . 
4uSIMESSMEM 
Of t h e t o t a l resixjndents who have changed t h e i r 
b r and , 29 .41 p e r c e n t have changed due t o change in p r i c e 
26.4i^ pe rcen t due t o change in p r i ce>26 .47 p e r c e n t 
due t o temporary s h o r t a e , 41.18 p e r c e n t due t o i n t r o d u c t i o n 
of L e t t e r brand and 2.94 pe rcen t due t o o t h e r c a u s e s . 
^f 
GOVERNMENT SERVK-^ 'TS 
Of t h o s e Government s e r v a n t who h a v e changed 
t h e i r b r a n d 2 9 . 6 3 p e r c e n t s iaa tched o v e r t o o t h e r 
b r a n d s due t o c h a n g e i n p i r c e , 37»03 p e r c e n t due t o 
terajjoi 'ary s h o r t a g e , 3 3 , 3 4 p e r c e n t due t o i n t r o d u c t i o n 
of b e t t e r b r a n d s . 
DOCTORS* 
Those d o c t o r s v;ho have changed t h e i r b r a n d 
' '23 .53 pe i -cen t c h a n g e idue t o c h a n g e i n p r i c e / 3 5 . 2 9 p e r c e n t 
due 
c h a n g e d t o t enpo ra r^ - s h o i - t a g e , 3 5 . 2 9 p e r c e n t due t o 
i n t r o d u c t i o n of b e t t e r b r a n d and 5 .89 p e r c e n t c h a n g e d 
d u e t o o t h e r c a u s e s . 
Out of t o t a l number of E n g i n e e r s (v/ho c h a n g e d 
: h e i r b r a n d ) 1 5 . 3 8 p e r c e n t changed t h e i r b r a n d due t o 
c h a n g e d p r i c e / 3 0 . 7 7 p e r c e n t c h a n g e d due t o t e m p o r a r y 
s h o r a t a g e , 4 6 . 1 5 p e r c e n t due i n t r o d u c t i o n of b e t t e r 
b r a n d and 7 .69 p e r c e n t c h a n o e d due t o o t h e r c a u s e s . 
9o 
8. Out of the follov/ing advertisement media/Catgqerles 
t.helr relative effectiveness in the purchase of a 
particular Lrand of shdving creams 
Refer to table 44 in appendices 
The relative effectiveness of advertisement, 
media can l-e analysed in four distinct extant. 
1. Great Extent 
2. Moderate Extent. 
3. sEight extent. 
4. Not at all. 
GREAT EXTEt^ T^ 
Refer o t ab l e no. 44 in appendices. 
Out/ of 197 respondents who 'are g rea t ly influence 
by prs^s and non press advertesment media, 36.55 
percent of them reported having grea t influence by 
-Tievysreapers/ 44.67 percent were great ly influence bv 
Magzines 7.61 percent by Radio/T.V. and 11,17 percent 
v/ere grea t ly influence by cinema and other medias. 
income viae analysis 
Refer to t ab l e no. 45 in apj,'endac6s 
Further analysis of the data On the basis of income 
sho\;s t ha t in the income group below Es, 1000, 50.56 
percent \;ore found g rea t ly influenced by newspe.per 
9/ 
35.96 percent Ly magzines^ 3.37 percent vjere g rea t ly 
influenced by RadCi/T.V, and the r e s t 10,12 percent 
reported Cinema and other advertisement medias responsible 
6or influencing great ex ten t . 
Income group Rs, 1000-1500 
Of the t a t a l respondents 40 percent 
in tli^'^income group Rs. 1000-1500 were fouiid grea t ly 
influenced b^ ^ magzines> 30 percent v;ere grea t ly 
/ influenced try ncv;spaper , 20 percent by Cinema and other 
/ advertisement media and IQ percent by Radio/T.V, 
Income group Rs, 1500-2000 
the t o t a l respondents in the income group 
Rs, 15O0-200O .5C.62 percent v;ere found g rea t ly 
infauenced by magzines^ 27,57 percent v/ere g rea t ly influuenced 
nev;spaper_, 10.85 percent l y Radio/T.V and 3.45 percent 
reported Cinema and other media of advertisement have 
gr-cal^-y influenced chera. 
Income group over Rs, 2000. 
Of the t o t a l number of respondents 65>51 percent 
in t h e income group over Rs, 2000 reported magzine as having 
g rea t l y influenced them^l3.7<J percent v;ore g rea t ly i/irt^ U«««<t«t by 
9-t 
i n f l u e n c e d by R a d i o / T . V and 6 .89 p e r c e n t vjere found g r e a t l y 
i n f l u e n c e d by Cinaraa and o t h e r media of a d v e r t i s e m e n t 
MODERATE EXTEt^ TT 
R e f e r t o t a b l e n o . Ati a p p e n d i c e s * 
^ ^ • • • • a ^ i i mil I III 'I • m "i 'i u "i — • ' MI H—BIIIHIMIII^^II^I 11^ I til I nw I M r nffii™ n »m\ IM • < • • • — H — I ^ ^ M ^ ^ ^ ^ 
Out of 197 pespondents 44.16 percent of them rejxDrted 
tha t they are moderately influenced Yyy news paper 35.33 
percent reported tha t they are influenced moderately 
magzines^ 12.69 are moderately influenced 
by cinaraa and other advertisement media and 7,61 
percent are moderately influenced hy Radio/T.V." 
gacSome wise ana lys i s . 
R.efer to t ^ - l e no. 45 in aj-pendices. 
i r ther analys is of the data on the basis of 
ihcjz^me shows tha t 24.71 percent of the respondents in 
-he income group below Rs. 1000 are moderately influenced 
by newspai^er^ 47.19 jjercent v/ere found 'moderately 
Z influenced by magines / 7.86 percent were moderately 
influenced by T.V./Radio and 20.23 percent were found 
moderately influinced by Cinama and o the r s . 
Income groujj .Rs._ 1000-1500 
Of the t o t a l respondents in t h i s income 30 percent 
reported tha t magzines had moderately influenced them, 
60 percent v/ere moderately influenced by 
93 
by nev;s i.^aper and 6 p e r c e n t were found m o d e r a t e l y i n f l u e n c e d 
by T . V . / R a d i a and 4 p e r c e n t v;ere by Cinema and o t h e r s . 
Income g r o u p K3, 1500-2000 
Of t h e t o t a l r e s p o n d e n t i n t h e income g r o u p Rs, 1500-2000 
^51 .72 j - ,e rcent vere m o d e r a t e l y i n f l u e n c e d Ly ne i^spapers ^24 .13 
p e r c e n t were Ir^r M a g ^ i n e s j l 7 « 2 4 p e r c e n t w e r e rnoderatel^/ 
i n f l u e n c e d by Cinema and o t h e r a d v e r t i s e m e n t .media- and 6 .89 
p e r c e n t w e r e found t o b e m o d e r a t e l y i n f l u e n c e d by R a d i o / 
T . V . / ^ 
/ Income g r o u p o v e r Rs. 2000 
Of t h e t o t a l number of r c - sponden ts who v/cre 
r r o d e r a t e l y i n f l u n c e d i n . t h e income g r o u p o v e r Rs. .2000 
6 8 , 9 7 p e r c e n t u-ere by n e w s p a p e r s , 2 0 . 6 9 p e r c e n t v/ere 
found m o d e r a t e l y i n f l u e n c e d by m a g ^ i n e ^ l O . 3 5 p e r e n t w e r e 
i t e l y i n f l u e n c e d b\- R a d i o / T . V , and t h e r e was n o t a 
si if igle r e s p o n d e n t s v/ho r e p o r t e d m o d e r a t e esctent i n f l u e n c e 
by Cinema and o t h e r a d v e r t i s e m e n t , med ia . 
SLIGHT £XTE^TT. 
R e f e r zo t a b l e n o . 4 ^ i n a p p e n d i c e s . ' 
©ut of 197 r e s r x s n d o a t s who r e p o r t e d si i g h t r > ± e n t i n f l u e n c e 
^y d i f f e r e n t a d v e r t i s e m e n t media 1 6 . 2 4 p e r c e n t were 
fo tmed s h i g h t extent^Co^ttei} 
9^ 
by nev/spajjer, 14,72 p e r c e n t were -slcfiivt e x t e n t in f luenced 
by magzines _, 27,92 p e r c e n t v;ere g^Mi^^ in f luenced by Radio/ 
TV and 41 .11 p e r c e n t v;ere found s l i g h t esctent i n f luenced 
by Cinema and o t h e r adver t i sement media. 
Income wise anal'yrsis 
Refer t o t a b l e in 45 in append ices . 
IncoPrte croup belo^v Rs, 1000 
Ot t h e t o t a l resTXDndents in t h i s income qrowg, 
39,33 p e r c e n t r epo r t ed t h a t the \ ' v;ere s l igh t ly in f luenced by 
Cinema and o t h e r adver t i semen t media^32,58 percen t Were 
s l ight ly in f luenced by Radio/T.V, 11,24 p e r c e n t were shght 
e>ctent in f luenced by magzines and 16,85 pe rcen t v;ere found 
s l ight ly / inf luenced by newspaper, 
InC(yne group Rs, 1000-1500 
Of t h e t o t a l r esponden ts m t h e income group 
Rs, 1000-1500 36 pe rcen t were fo\md slight ex ten t i n f l u e n c e 
by Cinema and o t h e r adver t i sement media, 32 pe rcen t were 
s i tght ly in f luenced by Radio>(&r.V, 26 p e r c e n t were ^SJL^JC 
e:ctent in f luenced by magzine and 6 pex.cent were found 
s l i g h t eictent i n f l u e n c e by nevjspapers • 
Income group Rs. .1500-2000 
Of t h e t o t a l inumber of r e sponden t s 44,82 pe rcen t in t h e 
income group Rs, 1000-1500 a r e s l i g h t e:ctent i n f l u e n c e by 
95-
Cinema and other medias of advertisement, 20.69 percent 
were s l i g h t l y influence by newspaper and 17.24 iorcent 
were found s l i g h t l y influence by Radio/T.V, also 17,24 percent 
vjere bj^  raagzines. 
Il^come crou-o over Es, 2000 
„..w<i—.I..I.I, ,M. . 
Of t h e t o t a l number of r e s j . o n d e n t s 51 .72 p e r c e n t 
were found s l i g h t o:5:tent i n f l u e n c e d b- c inema and o t h e r 
advet-Lsement m e d i a , 1 7 . 2 4 p e r c e n t were s l i g h t i l y i n f l u e n c e d 
l.y I cad io /T .V, 17 ,24 p e r c e n t w e r e s l i g h t l y i n f l u e n c e d by 
raewbpap^r. and 1 3 . 7 9 p e r c e n t were found s l i g h e x t e n t 
i n f l u e n c e bvr m a g z i n e . 
MOT AT ALL 
R e f e r t o t a b l e 4 ^ m a p i „ e n d i c u s . 
x)f t h e t o t a l number of r e s p o n d e n t s 4 . 5 7 p e r c e n t r e p o r t e d 
t h ^ •che3,' ^^^ i^ot i n f l u e n c e d by nev ; spape r . 3 .56 p e r c e n t OLre' 
lo i n f l u e n c e b^ .^  magz ince , 5 6 . 8 5 ^^ercent v;ere fo]Uned n o t 
i n f l u e n c e by Radio /T .V» and 55.02 p e r c e n t were n o t 
i n f l u e n c e d by Cinama and o t h e r a d v e r t i s e m e n t m e d i a . 
Income i r i s e a n a l y s i s . 
Ref er_ t o t_able jno._^x5__ in_ a p p e n d i c e s . 
F u r t h e r breaJc up of d a t a on t h e b a s i s of i n c o m e , 3 0 . 3 ^ 
9(^ 
•Percent i n t l ic income QXTIUIJ belov; RslOOO v^cre n o t m i l uenced by cii.ema 
anci o t h e r a v e r t i s e r n e n . n e d i a s 7 . 5 7 p e r c e n t i n t h e j.ncome r r o u ^ 
b e l o \ . Ks. 3.000 i . e r c n o t mJIluer-ced by ne \ / spape an'a 5 , 6 1 p e r c e n t _n t b e 
Seme ir.come c<r6v'r \vhei=e n o t i n f l u e r - c e a by mac,zines 
Income c-W^sn^HteTlCOO -^lBOO ^ ^ 
I .B^- ..• m •.. • . • • • • - • I I . I 
In t h e income r^rroup Ei;. 1000-1500^ 52 r e i r c e n t of t h e r e s p o n d e n t 
r e _ o r t e d th^ t TV/^^iuio . neve r j - n f l u c n c e a them^ 40 p e r c e n t \ e r e n o t 
i n f l u e n c e d b^- Cinema and o t h e r a d v e r t i s e m e n t mocicc q^ 4 p e r c e n t \ ; e re 
n o t j -nf luecn&. b;; ne\yspaper a l s o 4 p e r c e n t were t o u n d ir. t h e income 
gro j /p 1^5,1000-1500 vjere n c J t i n f l u e n c e by m a g s i n e , 
ificome c roux-1 Es, 15OCJ-2000 
/ * 
In t h i s iiicome c r o u p / 6 5 , 5 1 p e r c e n t o-^  t h e r e s p o n d e n t \ ; e re 
liCt. influen<2ed by E a d i o /TV and 5 4 , 4 8 p e r c e n t in Lh_ 0'"mo \nro:ic 
gruo_ -..(j/tnot u n r l u c c e d IT -^ Cin. ma and o t h e r c idvorc isment e d i a s 
b u t t l ^ r \jas .not a s i i i c l e r e s p o n d e n t r e p o r t e d t h r t the3'- \ . c r e n o t 
i n y l u c n c e Q by n e i ; s p a p e r s and mag::^Lnes. 
^ncome r roup o v e r E32000 
Of t h e t o t a l res i^ondencs i n t h i s income c r o u p o v e r R3,2000 
5C.&2 p e r c e n t v/br fond n o t i n f l u e n c e d b^ -- Rad io /TV an 4 i , 38 -•ercebt 
\^-ere r e p o r t e d h a v i n g no i n f l u e n c e IJY Cinema and o t h e r adver t -semen-c 
mea ia , l u t tb ic re was no s i n g l e r e s p o n d e n t s v;ho r e _ o r t e d f n a t 
t i i e y were n o t a t a i l i n f l u e n c e d by m a c s m e s anci nevvspapers . 
W-: 
Profession v;lse analysis 
^efer to t a b l e No.46 in appenuices 
Further enalysis of t he data on the bas i s of profession 
shov/s tha t those \;ho Mere, g r e a i l y enfluenceci by nev/spaper^ 38,09 
percent cons t i t u t e s tudents ,18,06 percent Businessmen, 16.67 percent 
t e ache r s , I I , 12 percent Sowverment servants ,9,72 percent .J)«jctors 
and 5,56 jjercent Engineers, 
Those \A\o were influenced greatl3r b^ ^ magsines/ 38,64 
percent c o n s t i t u t e s tudents , 18,18 percent ^usxnessmen 17,05 
ped.cent "teachers, 10,23 percent Government servants 10,23 percent 
Doctors and 5,68 percent Engineers, 
Among those professional gxoups v/ho v;ere ..nfluenced by 
Radio /TV^ t o ^ 1 eat e:±ent c o n s t i t u t e studCiits 26;, 67 percent^ 
tOt'Chcr,26«6v percent,businessmen , 20 percent , government 
servant 20 percen t . Engineers 6,67 percent and t he r e was not s ingle 
doctor who nf luenced great e:<tent by Rfidio/T.V. 
98. 
Anonc the prefess ional groups v;ho v.'tre influenced by 
Cinama and other advertisement me i a to r r e a t extent ,31.81 
j^erf ent c o n s t i t u t e govorneraent servents^ 27.28 percent 
students^ 13,64 percent teachua-s^l3.64 percent Engineers/ 
9.09 percent businessment , 4,55 percent Doctors, were 
great e:ctent ix f luenced by Cinema and other advertisement 
media. 
f u r the r analysis of the r.ioderate ei.tent 
inf luence of various adver t i s ing medias among professional 
groups^shovjs tha t among those who were influenced b^' nev;s-
pe^por 36.76 percent c o n s t i t u t e s tudents ,16.67 pOi.cent teachers 
16.67 percent businessmcn'J-,11.49 i^eicent government 
se rvants^! / .49 percent doccors and 6.05 percent engiw^L'rs. 
Those who were moderately influenced by magzme 
cons t i t u t e s students 31,57 percent follov/ed by government 
s e rvan t l7 . l 4 percent j t t achers 15.71 percent,Eusmessmc-n 
14.29 percent , 7.3 4 percent doctors and a lso 7.14 percent 
Enc ineers 
9f 
Those who vi/ere moderately influenced b- Radio /T.V. 
gusinessraen Const i tu te 40 percent, teachers 26.67 percent^ 
s tudents 20 percent^governement servants^13.34 percent and 
doctors and enr ineers v/ere found no modi-e£jtely influenced \j\j 
Radio/T.V. 
Amongthose prof ess ioi^als v^ho v;ere itioderately influenced 
by Cinema and other medias students v;ere found 40 pt. rcent SdLcie«Cti, 
^overnement 12 percent ,doctors 8 percent and 4 percent 
encir.eers V;?ere fou .d moderately influenced by cinema 
and other adver t i s ing medias. 
sx I GHT^K-ITB: '.^. 
The/dnal}/sis of s l i gh t e:\±ent on the basis of 
profession a>Ko\is tha t newspaper influenced 27,59 percent 
of studejaxs follov;ed by teachers 27.59 percent, government 
s e r v ^ t 20.69 percent,businessmen 17.24 percent,enc_irieers 
6.89 percents and no doctors v/ere found s l i g h t l y influenced 
by newspaper. 
Further analysis of s l i g h t es^e^nt influence by 
magzines on the basisof profession shows tha t 2£..12 percent 
s tudents x>,ere s l i g h t l y influenced by magzine followed by 
/ ^ 
21,6f p e r c e n t b u s i n e b s m e n t ^ l 5 . 6 3 p e r c e n t t e a c h e r s ^ 1 5 . 6 3 p e r c e n t 
government s e r \ a n t / 9«-38 p e r c e n t docto-^s and a l s o 9 . 3 8 p e r c e n t 
e n g i n e e r s . 
Tliose Vv'ho ^^/ere s l i g h t l y i n f l u e n c e d by R a d i / T . V . c o n s t i t u t e s 
32 .72 p e r c e n t s t u d e n t s , 2 5 . 4 6 p e r c e n t b u s i n e s s m e n t , 20 p e r c e n t 
t e a c h e r s / 1 2 . 7 3 p e r c e n t government s e r v e n t s ^ 9 . 0 9 p e r c e n t 
d o c t o r s and no e n g i n e e r s v;ere found s l i g h t l y i n f l u e n c e d by 
R a d i o / T . V . 
Among t h o s e p r o f e s s x o n a l s who v/eie s l i g h t l y 
i n f l u ^ . c e d by Cinema and o t h e r a d v e r t i s i n g media / 4 5 . 6 8 
i x r c e n t c o n s t i t u t e s t u d a i t s , 1 2 . 3 5 p e r c e n t t e a c h e r s ^ 1 1 . 1 3 
p e r c e n t governemnt s e r v a n t ^ 1 1 . 1 1 p e r c e n t d o c t o r s 
9 . 8 8 p e r c e n t b u s i n e s s m e n a l s o 9 . 8 8 p e r c e n t e n g i n e e r s \ ;erE 
f o u n d / s l i g h t l y i n f l u e n c e d by c inema and o t h e r m e a i a s . 
N;dT AT ALL 
The a n a l y s i s of n o t a t a l l i n f l u e n c e s of any 
a d v e L i s i n g medias shov;s t h a t o u t of 197 r e s p o n d e n t s 5 6 . 8 5 
p e r c e n t V;ere n o t a t a l l i n f l u e n c e d by R a d i o / T . V . fo l lov /ed 
by c inema and o t h e r med ias 35 .02 j j e r cen t^ 4 . 5 7 p e r c e n t by 
nev.'s p a p e r and 3 .55 p e r c e n t by m a g s i n e s ( s e e t a l e n o . Atf 
i n a .^^  e d i c e s . ) . 
/Of 
Further analysis of not at a l l inf luence of any adver-
t i s i n g media based on various professions shows tha t among 
those v.'ho v;ex-e not at a l l influenced by newspaper 
cons t i tu t e s^ Students 44.45 percent^businessment 22,23 
percent^ government servants 33.34 percent and no t^^.achers, 
doctors^ engineers reported tha t they v;ere not a l a l l 
influenced by newspaper. 
Those v/ho were not at a l l influenced by 
magzines / c o n s t i t u t e teachers 42.86 percent followed 
by s tudents 28.57 percent^businessment 14.28 percent,Government 
^ c ' • 
'^servant. 14.28 -oevent and no doctors and Engineers v;ere found 
v;ho were not a t a l l influenced by raaggines. 
Among those v;ho were not a l l influenced by Raddo/T.V, 
41.96 percent c o n s t i t u t e s tuden t s , 13.39 percent c o n s t i t u t e 
teaoners, 13.39 percent government servants^ 10.71 percent 
c t o r s , 10.71 percent Engineers and 9.82 pervent busine-
ssmen. 
Those profess-LO-.al who v/ere not a t a l l inf lunced by 
Cinema ai d others meciias^busii essmen v/ere found 28.98 percent 
followed by students 27.54 percent^teachers 2 3.19 percent, 
government servants 11.59 percent^Doctors 7.25 percent and 
Engineers were found 1.45 percent." 
foZ 
^* '^''nat do you under stand alx^ut the claims niade in adv^ertisemcnt 
Refer to ^_ta}jle no. 42 in a^;'peridices» 
Out of 197 respondents' 38.59 percent believe tha t 
claiios made in advertisement i s t r u t h f u l , 30.97 T_-ercent 
bel ieve i t some v/hat t ru th fu l ,19 .79 percent bel ieve i t e:ctremely 
t r u t h f u l , 4.06 percent be l ieve i t misleading/ 1.53 percent 
bel ieve i t extremely misleading^2,03 percent bel ieve i t 
ne i the r t ru th fu l nor i-nisleading , and 3.05 perx:ent do not 
have any opinion. 
/ / 
T:^?Ut]:afu^_^ 
/ Of the t o t a l respondents vAo believe tha t claimes 
made in advertisement ere tfauthful, 50 percent belonged to 
the income croup belovv Rs« 1000/23.69 percent telonged to the 
income/group Es. .1000-1500/13.15 percent belonged to the income 
groiiip' Rs. 1500-2000 and also 13.15 percent belonoed to the 
incomegroup over Es. 2000. 
Extremely jLruthf ul 
Of the t o t a l respondents v^ ho be l ieve that claims 
made in advertisement a re e^ctremely t r u t h f u l / 41.02 percent 
/^3 
Lelonged t o the income group Fs. 1000-1500/25.64 p e r c e n t 
beloi.ged t o t h e income groujj Lelov/ Rs, 1000^17,95 i-ercent 
belonged t o t h e income group Rs. 1500-2000 and 15.39 pe rcen t 
belonged t o t h e income r roup over Es. 2000, 
Somevv'liat ^truthfjul 
Of t h e t o t a l respondents v;ho b e l i e v e t h a t t h e 
c la ims made ±n adver t i sement a r e somexvhat t r u t h f u l / 4 2 , 6 3 
f$ercent I 'clonced t o t h e income grcup belov; Rs, 1000,22.95 
/T,.ercent belonged t o tlie income group Rs. 1000-1500, 
16.39 p e r c e n t belonged t o i:he income group Rs. 1500-2000 
and 28.20 KH.rcent i 'elonged t o t h e income group over te, 2000, 
Mis le^inci 
Of the total respondents v/ho believe that claims 
made xn advertisement are misleading/ 62,5 percent belonged 
to the incom.e group belov; R3. 1000/25 percent belonged to the 
income group Rs, 1500-2000,12,5 i^ ercent belonged to the income 
group group overxTo, 2000and there v;as no resixDndents reporting 
that caimes/madein advertisement is misleading m Jie 
income g/oup Rs, 1000-1500. 
f^^ 
Extremely r.iis 1 eading « 
Of the t o t a l respondents who bel ieve tha t claimes 
made in advertisement are e3±remely misleading/ 66.67 
percent Lelonged to the income g roup below Rs, 1000^ there 
x;as no res_ ondent repor t ing advertisement i s misleading in 
the income groups Rs, .1000-1500 and also Es. .1500-2000 l u t 
33.34 percent in the income group over Rs, 2000 bel ieve tha t 
claims made in advert i s emenc a. e rbisleadina • 
Neither t ru th fu l nor misleading. 
Of the t o t a l resi'ondents who beldve tha t claims 
made in advertisement are ne i the r t r u th fu l nor misleading 
75 percent belonged to the income group belov; Ks, 1000 
and 25 percent belonged to the income group Rs, 1000-1500 but 
the re \;as no respondents i^elonging to the incomegroups Rs, 
1500-2000 and/ » .over Rs, 2000 reported tha t claims made 
in advertisement are ne i the r misleading nor t r u t h f u l . 
Do not /?cno\v'. 
Of the t o t a l respondents vjho have no opinion 
3Ut the claims made m advertisement 83,33 percent 
l^elonged to the income group below Es, lOOOand 16.67 x-'^ crcent 
belonged to the income group Rs, .1000-1500 lu t there \;ere no 
resjjondents in the groups Rs, 1500-2000 and over Rs, 2000 v/hO 
fos: 
ha1?e no op in ion about t h e c la ims made in a d v e r t i s e m e n t . 
10. C>Qes fahe p r i c e of t h e shavinc: cream ef" ac t t h e c h o i c e 
of a i ^a r t ion la r b rand . 
Refer to t a b l e no . 47 in apoen d i c e s . 
Yes ( ) No ( ) 
Out of 197 resj^ondents 68 . L3 pe rcen t accepted t h a t t h e 
p r i c e of t h e d i f f e r e n t brandsof shaving cream inf luenced t h e 
c h o i c e 01; a p a r t i c u l a r b rand , v/hile 31.47 percen t i^eported 
tha;£ TLhe p r i c e of t h e shaving cream had no i n f l u e n c e over t h e 
:hoice of a p a r t i c u l a r j,rand of shaving cream. 
Income v/ise a n a l y s i s . 
F u r t h e r Lrealc up of d a t a on t h e ba i s of v a r i o u s 
income croups shov;s t h a t m t h e income c roup belov; Rs, 1000 
85.39 p e r c e h t f e l i t h e impact of p r i c e , on t h e c h o i c e of a 
par t icu lanr brand of shaving cream, whi l e 14.61 pe rcen t 
f e l t jko impact of p r i c e over the c h o i c e of a p a r t i c u l a r brand. 
In t h e income r roup Rs, 1000-1500 ,66 pe rcen t 
iccepted t h a t t h e r e was i n f l u e n c e of p r i c e on t h e c h o i c e of a 
p a r t i c u l a r brand v;hile 34 percont. f e l t t h a t r h e i r was 
no i n f l u e n c e of r r i c o in t h e cho ice of a p a r t i c u l a r brand 
of shavinc cream. 
/d€ 
In the income group Rs. .1500-2000, 48.28 percent , f e l t the 
inipact of p r i ce while 51«73 percent f e l l no impact of p r i ce 
over the choice of a p a r t i c u l a r brand of shaving cream. 
In the income group over Rs. 2000, 41.38 percent f e l t the 
impact of p r i ce over the choice of a p a r t i c u l a r brand of 
shaving cream while 58.62 percent f e l t no impact of pr ice 
over the choice of a p a r t i c u l a r brand. 
Profession v/ise anaXysis 
Kef^ ^^ r to t a b l e no. ftB in appendices. 
©f the t o t a l number of respondents v;ho f e l t the impact 
of p r i ce over the choice of a p a r t i c u l a r brand of shaving 
cream 46.67 percent were s-fcudents, 14.82 percent were 
teachers , 16.29 percent v/ere government servant^ 13.34 percent 
were businessmen/ 3.30 percent v«/ere doctors and 5,18 
percent v/ere Eng>»^ €CYS. . 
Of the t o t a l numb'er of respon^-.ents who reported no 
ii™6act of p r i ce over the choice of a p a r t i c u l a r brand, 
14.52 percent v/ere s tudents/25,80 percent were businessmen, 
9.67 percent were Engineers 22.58 percent t eache r s , 
8.26 percent Government servant and 19.35 percent weie Doctors. 
/^f 
STUDENTS 
8 7 . 5 p e r c e n t s t u d e n t s f e l t t h e i m p a c t of p r i c e o v e r t h e 
c h o i c e of a p a r t i c u l a r b r a n d w M l e 1 2 , 5 p e r c e n t f e l t no 
i m p a c t of p r i c e , 
TEACHERS 
5 8 , 8 3 p e r c e n t t e a c h e r s r e p o r t e d t h e impac t of lor ice 
o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of s h a v i n g c r e a m 
U>hi le 4 1 . 1 7 p e r c e n t f e l t no impac t of p r i c e . 
BUSI^JESS MEt^ ' 
/ • 
52 .94 p e r c e n t b u s i n e s s m e n a c c e p t e d t h a t p r i c e 
had on i n f l u e n c e o v e r t h e c h l i c e w h i l e 4 7 . 0 6 p e r c e n t 
r e p o r t e d no impac t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r 
l^rand of s h a v i n g c r e a m . 
GQVERMENT SERVANTS. 
8 1 , 4 8''^  p e r c e n t gove rnmen t s e r v a n t s f e l t i n f l u e n c e of 
p r i c e wtn. le 1 8 . 5 1 p e r c e n t f e l t i n f l u e n c e of p r i c e s n a t h e 
choicze of a b r a n d of s h a v i n g c r e a m , 
:TQRS 
29.41 percent doctors felt the impact of price overthe 
choice of a particular brand of shaving cream v.-hile 70.59 
/OS 
Percent doctors felt no impact of price. 
ENGIMEERS 
53,84 percent Engineers accepted that price 
influence the choice of a particular brand while 46.15 
percent reported no impact of price over the choice, of a 
particular Lrand of shaving creams 
Refer to table no._ 49 in appendices« 
Brand Anal^ rsis _ 
Of the total number of respondents who felt 
Of 
the impact price over the choice of a particular brand of 
A 
shaving cream 20 percent were Godreje >..':users 17.03 percent 
palmolive Lemon fresh users^l4. '8l percent palmolive delux 
l a the r users percent Erasraic Ant isept ic u s e r s , 3.70 percent 
old sp ice users ,4 .45 percent ji^via users , 2.96 percent Lakme 
users , 4*45 percent Emami users^ 2,2 3 percent Erasmic Lemon 
f resh /use r s ,1 .48 percent old spice lime fresh u s e r s , 2,96 
pe/cent I'tonarch users,- 1.48 percoi t cosmo users 2,96 percent 
Pooja users and O.'OO percent other brand use r s . 
Of the t o t a l number of respondents who f e l t no 
impact of ijrice over the choice of a p a r t i c u l a r brand of shaving 
cream 16,13 percent Erasmic Antisept ic users ,33 .89 percent 
169 
Godre.je m s e r s , 2 2 . 5 8 p e r c e n t paf'^^clivfi lemon f ^ e s h u s t r s , 
1 1 . 2 9 p e r c e n t p o l m o l i v e d e l u x l a t h e r u s e r s . Zero p e r c e n t 
p o o j a u s e r s 1 .63 p e r c e n t of e ach Erasmic lemon f r e s h 
Eiasrnic l i m e f r e s h ^ N e v i a ^ o l d s p i c e Lime f r e s h , 3 . 2 3 p e r c e n t 
e a c h o l d s p i c e and o t h e r b r a n d u s e r s . 
ERASMIC AI'JTISEPTIC. 
7 4 . 3 6 p e r c e n t of t h e Erasmic A n t i s e p c i c 
u s e r s acc t jp ted t h a t t h e r e was i n f l u e n c e of p r i c e o v e r t h e 
choJ.ce of t h e Lrand w h i l e 2 5 . 6 4 pex-cent f e l t no i m p a c t 
of p r i v e o v e r t h e c h o i c e of b r a n d . 
ERASMIC DEf-lorr FRESH. 
^SPERCEt^^T OF THEIR BRAND USERS r e p o r t e d t h e 
i m p a c t of p r i c e w h i l e 25 p e r c e n t r e p o r t e d Vlo i m p a c t of p r i c e 
o v e r t h e c h o i c e of t h e b r a n d . 
ERASWiC LIME FRESH, 
T h e r e vjas n o t a s i n g l e u s e r s of t h i s b r a n d 
who r e p o r t e d t h e impac t of J j r i c e o v e r t h e c h o i c e of b r a n d 
and 100 j e r c e n t r e p o r t e d no irnpact of p r i c e o v e r t h e 
c h o i c e of a p a r t i c u l a r ^ r a n d of s h a v i n g c r e a m . 
PALMOLIVE DELUX LATHER. 
7 4 . 0 ^ p e r c e n t of P a l m o l i v e d e l u x l a t h e r u s e r s r e p o r t e d 
i m p a c t of p r i c e o v e r t h e c h o i c e of b r a n d w h i l e 2 5 . 9 3 p e r c e n t 
/ / ^ 
f e l t no impac t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r 
b r a n d of s h a v i n g c ream • 
PALMOLIVE LE-MOM FFIESH. 
6 2 . 1 6 p e r c e n t of t h e p a l n o l i v e lemon f r e s h u s e r s 
r e p o r t e d t h e i n p a c t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r 
I r a n d of s h a v i n g c r e a m . 
Whfele 3 7 , 8 3 p e r c e n t f e l t no impac t of p r i c e 
o v e r t h e c h o i c e of b r a n d , 
GODREJE 
5 6 . 2 5 p e r c e n t o f G o d r e j e u s e r s f e l t t h e i m p a c t 
of p r i c e o v e r t h e c h o i c e w h i l e 4 3 . 7 5 p e r c e n t r e p o r t e d no 
i m p a c t of p r i c e o v e r t h e c h o i c e of b r a n d , 
OLD SPICE. / 
7 1 . 4 3 p e r c e n t of o l d s p i c e u s e r s f e l t i n f l u e n c e of 
p r i c a r o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of s h a v i n g 
cyeam and 2 6 . 5 7 p e r c e n t shov/es no i m p a c t p r i c e . 
^LD SPICE LII4E PRESH. 
6 6 . 6 ? p e r c e n t of o l d s p i c e l i m e f r e s h u s e i s r e p o r t e d 
i m p a c t of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d 
w h i l e 3 3 . 3 4 p e r c e n t f e l t no impac t of p r i c e o v e r t h e c h i c e 
of a p a r t i c u l a r b r a n d of s h a v i n g c r e a m . 
/ / / 
HEVIA . 
8 5 . 7 1 p e r c e n t of Nev ia users f e l t impac t of p r i c e o v e r 
^he c h o i c e of a p a r t i c u l a r b r a n d of a s h . v ing c ream w h i l e 
1 4 . 2 9 u s e r s r e r - o r t e d no i m p a c t of p r i c e o v e r t h e c h o i c e 
of b r a n d . 
LAKME 6 6 . 6 7 p e r c e n t of Lalcme u s e r s f e l t impac t of p r i c e 
o v e r t h e c h o i c e of t h e b r a n d v ;h i l e 33 ,34 p e r c e n t f e l t no 
impac t of iDi~ice o v e r t h e c h o i c e of a p a r t i c u l a r h r a n d of 
s h a v i n g c ream. 
MOMARCH. 
100 p e r c e n t of r ronarch u s e r s f e l t impac t of p r i c e 
o v e r "chc c h o i c e of a p a r t i c u l a r b r a n d of s h a v i n c crearn^ 
l )mile Zero p e r c e n t f e l t no i n p e c t of p r i c e o v e r t h e c h o i c e 
of a p a r t i c u l a r b r a n d . 
COSMO __ 
100 iDercent of cosmo us ^rs r e x : o r t e d i n f l u e n c e of p r i c e 
of xSver t h e c h o i c e of b r a n d w h i l e z e r o p e r c e n t f e l t no 
npact of p r i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d 
of s h a v i n c c r e a m . . 
PQOJA 
100 p e r c e n t of t h e Poo ja u s e r s f e l t impac t of v j r ice 
/ / ^ 
I'KE cho-1-ce o£ a p a r t 2 . c u l a r L r - r c o-" clic_vj-nc, c ream \ / h i l e Zero 
ne centrc_--ort v no i n f l u e i i c e of p r i c e o v e r t h e c h o i c e of a i a r -
t i c u l a r r a n a of s h e v i n g crear. i . 
EMAI-II 
100 p e r c e n t of Enami us r s f I t i i^act of p r . i c e o v e r t h e 
choj-ce of a p a r t i c u l a r Liand of shavmcj c r e a n ivHIle Z e r o , 
p e r c e n t f e l t no impac t of p r i c e o v e r t h e c h o i c e of a b i a n a , 
OTIiER Ei-AIJD. 
( ) ,00 p e r c e n t of o t h e r b r a n a u s e r s rfcj-.orted t h e i p a c t of 
p r i c 9 / ' o v e r t h e c h o i c e v :Mle 100 p e r c e n t f e l t no i n f l u e n c e of p r i c e 
/ 
ove<r t h e cho ice of a pa r t i cu l c i r h^-drxi olshcjvlnc^ creem. 
' ( l l ) I f t h e p r i c e of your brand i n c r e a s e s in r e s p c t t t o o'cher 
/ b ranas \.oulc you sv;i tch over t o o t . e r b. ^ no . 
Yesc ( ) ^'o. ( ) 
Refe^ to To-big, y\o So 
Out of 197 r e s p o n d e n t s , 76. G5 i-crcent r c _ o r t e a t h a t chey \ . i l 
sw i t ch over t o o t h e r brands i f t h e j j r i ce of t h e i r b r d d \,i.ll 
increcsxi v.h l e 2 5,15 pe rcen t remain, s t ich . t o t h e i r ox.n brand 
i r i e;;5pective of .x,ncrea&L m t h e xjrice of t h e i r o\;n Liana of 
s h /v m Q c,^  earn, 
fncom.e I'j-se Anal^-sis 
I I I i i < 
Furch t r bie<.^]cup of t h e da t a .on the b a s i s of a. come 
sho\.s thv_ t in t h e -ncome group l e s s tnanRs. 1000,Cc,76 percen t 
r e p o r t e d that: they \ . ' I 1 L savitcli over t o o the r biai-ds i f t h e p r c i e 
p r i c e oJ: t h e i r oi/n branc x / i l l xncre-s t - , v;hile _ ' . f 4 percen t \ ; i l l 
ff^ 
s t i c k to t h e i r OMTI brand. 
In cho income group Es, 1000-1500 / 72 percenc v;ill change 
t h e i r ovm Lrand >f the p r i ce of t h e i r ovm .',rand increases^ 
while 28 percent v/il l not change t h e i r Lrand. 
In the income group Rs, 1500-2000, 68.97 percent v;ill 
switch over to other brand if the p r i ce of t h e i r ov;n brand 
increases m respect to other Lrand, v^hile 31.03 percent wi l l 
not chance t h e i r brand in case the p r i ce of t h e i r own brand 
inc reases . 
In the income grou]p ai.x)ve Rs. 2000,55.17 percent w i l l sv;itch 
over to other brand while 44.83 percent v/ill remain loyal 
to t h e i r brana if tlie p r i ce of t h e i r own brand increases 
in respect to other brand. 
Profession v;ise Analysis . 
Refer t o t a l l e 51 in a_ x-'e^idices. 
Of the toti .1 number of respondents who wi l l switch 
over tb other brand if the p r i ce of t h e i r brand increases 
in respect t o othex" brand 37.74 percent v;ere s tudents 18.54 
percent were businessmen^ 16.56 percent v/ere teacher , 14.57 
percent v;ere government servant , 6.63 percent were doctors 
ff^ 
and 5 . 8 6 p e r c e n t w e r e E n g i n e e r s . 
Of t h e t o t a l number of r e s p o n d e n t s v;ho w i l l r ema in l o y a l 
t o t h e i r owB- b r a d i r r e s x ^ e c t i v e of i n c r e a s e t h e r i c e of 
t h e i r own . l a n d 3 2 , 6 1 p e r c e n t x-;ere s t u d e n t s, 19» 57 p e r c e n t 
v;ere t e a c h e r s ^ 1 5 . 2 1 x jercent were d o c t o r s , 13 .04 p e r c e n t were 
lus- inessmen^ 1 0 . 8 7 pe i -cen t w e r e goveri-ment s e r v a n t s and 8,69 
po r ' cen t were E n c i n e e r s . 
STUQeiTS . 
7 9 . 1 7 p e r c e n t of t h e s t u d e n t w i l l c h a n g e t h e i r 
Lrand i f tis® p r i c e of -che i r o\m b r a n d i n c r e a s e s i n r e s p e c t 
t o o t h e r b r a n d s \ ; h i l e 2 0 , 8 4 p e r c e n t v ; i l l r ema in l o y a l 
t o t h e i r own b r a n d . 
TEACHERS. 
7 3 . 5 3 p e E c e n t t e a c h e r s w i l l s w i t c h o v e r t o 
othei^ b r a n d zn c a s e of i n c r e a s e i n t h e p r i c e of t h e i r ov;n 
b / a n d i n r e s p e c t t o o t h e r b r a n d w h i l e 2 6 . 4 7 p e r c e n t of v / r l l 
n o t s w i t c h o v e r r o o t h e r b r a n d i r r e s p e c t i v e own b r a n d 
as compared t o oLher b r a n d s . 
DUSINE3S IlEIJ 
8 2 . 3 5 p e r c e n t b u s i n e s s m e n w i l l s u b s t i t u t e t h e i r 
b r a n d f o r o t h e r s i f t h e p r i c e of t h e i r ovm b r a n d i n c r e a s e s 
//ST 
as compared t o ochez Lrand v . h i l e 1 7 . 4 7 p e r c e n t w i l l n o t c h a n c e 
t h e i r own L r a n d . 
GOVERNMEI-IT 3ERVAI1T 
8 r 4 8 p e r c e n t of r o v e r n m e n t s e r v a n t -wil l n o t r e m a i n 
l o y a l t o t h e i r Lrand m c a s e t h e p r i c e of t h e i r o\;n xavnd 
V 
i n c r e a s s a s c o n p a r e d t o o t h e r b r a n d w h i l e l o . 5 1 p e r c e n t i ; l l 
r e m a i n l o y a l t o t h e i r b r a n d . 
DOCTORS,_ 
58 .82 p e r c e n t d o c t o r s w i l l s\vn:ch o v e r t o o t h e r 
b r a n d s v;hen t h e p r i c e of t h e i r own b r a n d i n c r e a s e s i n r e s p e c t 
lo o t h e r Lrand v ;h i l e 4 1 . 1 8 ^ e r c e n t d o c t o r s w i l l n o t c h a n g e 
t h e i r b r a n d , 
ENGIJ^EERS. 
6 ^ 2 3 p e r c e n t E n g i n e e r s r e p o r t e d t h a t t h e y v / i l l 
s w i t c h / 6 v e r Lo o t h e r b r a n d i f t h e p r i c e of t h e i r own b r a n d 
. e 
i n c s ' e a s e ^ a s compai^d t o o t h e r b r a n d s w h i l e 30 .77 p e r c e n t 
y l l l r ema in l o y a l t o t h e i r } r a n d . 
R f e r t o t a b l e n o . 52 m a^ ' j jendices . ' 
Drand v.ise_ A n a l y s i s . 
Of t h e t o t a l nuriu e r of r e s^x inden t s who x / i l l s w i t c h 
o v e r t o o t h e r b. ands i f t h e p r i c e of t h e i r ox-.n b r a n d wttl 
i n c r e a s e i n r e s p e c t bo o t h e r b r a n d s , 1 9 . 8 7 p e r c e n t w e r e 
J/6 
Godreje users ^ 19.87 percent were palmolive lemon frush 
users/19.20 percent were Erasniic Ant isept ic u se r s , 14.57 
percent v;ere Falmolive delux l a the r use r s / 4.64 ^jercent were 
old. sp ice u se r s , 3.97 percent v/ere Kevia u se r s , 
3^57 percent v;ere Emami users^2.65 perdcnt 
were La]cme users , 2.65 percent were Pooja u s e r s , 1.99 . 
percept were Erasmic Lirne fresh u s e r s , 1.99 percent were 
a id spice Limon fresh u s e r s , 1,32 percent v;ere Cosmo users 
and 0.67 percent v;ere Erasmic Lemon fresh use r s . 
Of the t o t a l respondents v;ho v;ill ramain loyal 
to the i r brand i r r e s p e c t i v e of increase in the pr ice of 
t h e i r oxvn brand as co pard to bther brand 39.13 Jsercent v/ere 
Godreje u s e r s , .. ' . 
15.22 percent v/ere polmolive lemon fresh users ^10.87 percebt 
v/ere _ almolive delu:c l a t h e r u se r s , 4.35 percent were 
Lakme u s e r s , 2.17 percent vj-ere Erasnuc lime fresh users . 
2.17 parcent Hevia u s e r s , 4,35 persent were other bx~and users 
but the Lrand users of old spices^ old spice lime fresh^ 
Monarchy Cosmo, P,-^ o ja^ Imami , Erasmic Lemon fresh wi l l not 
remain loyal to ^.heir brand if the jsrice of t h e i r own brand 
increases rn respect to other brand. 
/ ^ ^ 
ERASniC Ar:TISEPTIC 
7 4 . 3 6 pe rcen t . of Erasmic A n t i s e p t i c u s e r s v ; i l l change 
t h e i r b^and i n c a s e if i n c r e a s e i n t h e p r i c e of t h e i r own 
Ltand v/j-zle 25 ,64 pe r cen t - v / i l l n o t s i . - i tch o v e r t o . o t h e r 
b r a n d , 
ERASNIC LEI-IE FRESH,_ 
75 p e r c e n t of t h i s 1 r a n d u s e r s v ; i l l s v ; i . c h o v e r t o 
o t h e r J r a n d ^ d i i l e 25 p c i c e n t w i l l r e m a i n l o y a l t o t h e i r ov/n 
b r a n d i r r e s p e c t i v e of i n c r e a s e i n t h e p r i c e t h e i r ovm b r a n d 
i n r e s p e c t t o o t h e r b r a n d , 
PALIIOLIVE DLLUX LATHIi^ R. 
8 1 » 4 B pcrcen(_ of F a l m o l i v e d c l u x l a i . h e r u s e r s v / i t t c h a n g e 
t i i ^ r b r a n d i f t h e p r i c e of t.-aeir own b r a n d i n c r e a s e s m 
r e s p e c t bo o t h e r brand_, Whi le 18 .52 pe rcenr . w i l l 
r e raa in l o y a l t o • t h e i r own b r a n d s , 
PALI'.OLIVE hm^m-J 7RESII. 
8 1 , 0 8 ^.CEcenL of F a l m o l i v e l e n o n f r e s h u s e r s \ ' ; i l l s w i t c h 
o v e r y t o o t h e r b r and \ / h i l e 18 .92 p e r c e n t w i l l i o t s w i t c h 
rer t o o t h e r b ranu t~ t h e p r i c e of t h e i r own }jrand i n c r e a s e s 
i n r e s p e c t bo o t h e r bi-and. 
GODREJE 
6 2 , 5 p e r c e n t of C o d r e j e u s e r s w i l l n o t r ema in l o y a l 
1/9 
t o th<.re 1 r a n d i f t i i e p r i c e of t . ^ e i r o;yn Lrana i n c r e a c e 
i n r e s p e c t t o o t h e r b r a n d s v ;h i l e 3 7 . 5 per-cent x i l l r ema in 
l o y a l t o t l i o i r ovm L r a n d , 
OLD SPICE* i^JD OLD SPICE L-ME i'T.K..L, 
100 _ . e rcen t of o l d s p i c e u s e r s \iX-.\ s w i t c h ovt-r t o o t h e i 
h r a n d o i n c a s e t h e i-.i"ice of t h e i r ov;n J.rand i n c r e a s e s m r e s p e c t 
t o oLher b r a n d and no o l d s p i c e usegc V;J 11 r ema in l o y a l 
t o t l i c i r o\;n b r a n d . Old s p i c e Dim-, f r e s h , I l o n a r c h , Cosno / Fooja 
Emanii u s e r s sliox.s t h e same p a t u e r n ] r a n d loyalt-^^ a s shoi.n 
o l d s i c e usca s . 
r ^ I A ^ 
8 5 . 7 1 p e r c e n t of Hev ia u s e r s vyi l l s w i t c h o v e r 
t o o ther- j^-^nd i . ' h i le 1 4 . 2 9 p e r c e n t \ / i " l i .ot s w i t c h o v e r t o 
o t h e r b r a n a i n c a s e t h e p r i c e of t h e i r ovm b r a n d i n c r e a s e s 
i n respect^xCci o t h e r b r a n d , 
LAKHE, 
6 6 . 6 7 p e r c e n t of LaJ:me u s e r s w i l l s u b s t i t u t e o t h e r 
j.rar.Qi^ df v,he p - r i cc of t h e i r oi^n b r a n d i n c r e s o s m r e s i - e c t 
t o o t h e r b r a n d \ . ' h i t e 23 .34 p e r c e n t u i l l rcmaj-n lo^-al t o t h e i r 
own b r a n d , 
OTHEPl IRAI Dj^ 
- h e r e -"was n o t a s i i . c l e o t h e r } r a n d s u s e r s \:\-\o 
w i l l c h a r x e c h e i r b r a n d i n c a s e t h e ]pi-ice of t h i c i r o\/n l r a n d 
ff9 
increases in respect to other rxand v.'hile 100 jjercent vjill 
remain loyal t o t h e i r ovm "brand. 
12, If tlie p r i c e of your i-rand remain constant and the p r ice 
of other Irand decreases v;ould you sv;itch over to other brand 
Refer to t ab l e no, 5$ in appendices. 
Out of 197 respondents 10«'65 percent wi l l switch over 
to other brands if t h e i r p r i ce decreases vjhile 88.39 
percent v;ill remain loyal to t h e i r ov/n brand i r r e spec t i ve 
of v/hether the p r ice of other brand decreases as compared 
t o tiffeir own brand. 
aicome v.'ise Analysis . 
Further breOQ<: of data on income bas i s shows tha t 14.60 percent OJ 
the respondents in the income group below Rs. 1000 wi l l sv/itch 
over to those brands vjhose p r ice has decreased as compared 
to t h e i r own^brand while 85.39 perdent w i l l remain loyal 
to thei r /Drand. 
(see t ^ l e no. 5 ^ i n appendices. ) 
Injzfome grcjup P^ . 1000 -1500 
Of the t o t a l respondentsin t h i s income group 16 percent 
wi l l s u b s t i t u t e other brands whose p r i ce has decreased in 
respect to -thetr own brand while 90 percent v;ill not 
change t h e i r ov/n brand. 
Income croup Rs. 1500-2000 
When the jJ^^ice of other brand decreases 6.89 percent of the 
shaving cream users in t h i s income group wi l l change t h e i r 
1^0 
brand even though ^he price of their ov/n brand remain 
constant v/hile 93.10 percent will remain logayl to their 
brand. 
Income group over ^* 2000 
Of Lhe t o t a l respenflents in the income group over Rs 
2000, 3,45 percent w i l l s^/itch over to other brands wliosepr^e 
has decreased in respect to other brand while 96.55 v;ill 
remain loyal to t h e i r o\;n brand. 
Refer to t ab le no. 5^ in appendices• 
Profession vjise Analysis 
Purth^^ analysis of the data On the basisof pr'ofession shows • 
thaty out of t o t a l nvmiber of respondents who v;ill s\yitch 
over to those br^ands v/hose p r i ce has dicreased while the 
p r i ce of t h e i r own brand remain constant , 47.61 percent were 
students^ 2 3.80 percent were businessmenti^ 14.29 percent vjex'e 
v/ere government servant^ 9.53 bercebt were teachers^ 
4.76 percent: were doctors and the. e was no Engineers who \vill switch ove 
to o the^brands v;hose. p r i ce has decreased. 
Of Ke o t a l number of respondents ^35.23 percent of the students 
y i l l not change theiiirbrand when the p r i ce of other brand 
decreases and the p r ice of thej-y own brand remains confeant, 
followed by 18,19 percent were t eache r s , 16.48 percent v^ere 
Eusinessmen, 9.09 percent were doctors ,7 ,39 percent v/ere 
Engineers and 13.64 percent \v'ere government servant , 
t^f 
STUDENTS 
13.89 percent stuaents v/ill changed their brand if 
the price of their own br^nd remain constant and the price 
of other brand dicreases while 86.11 percent will remain 
loyal to their brand 
TEACHER 
5 . 8 8 p e r c e n t t e a c h e r s w i l l s w i t c h o v e r t o o t h e r b r a n d s v /h i l e 
9 4 , 1 1 p e r c e n t w i l l n o t ch^ncjC t h e i r b r a n d when t h e p r i c e of 




1 4 . 7 0 p e r c e n t b u s i n e s s m e n v / i l l s w i t c h o v e r t o o t h e r b r a n d s 
w h i l e / 8 5 . 2 9 p t r c e n t w i l l n o t c h a n g e t h e i r b r a n d v/hen t h e 
p r d c e of o t h e r b r a n d d e c r e a s e s and t h e p r i c e of t h e i r own 
b r a n d r a m a i n c o n s t a n t . 
GOVERNMEIMT S E R V A L ' J T 
11.12 percent government Servants wi l l switch over to other 
brands while 88.89 percent wi l l not change t h e i r ov/n brand 
while the p r i ce of other i^rand decreases and the pr ice of 
t h e i r own ir-and xemaon oox^istant , 
fS.t 
DOCTORS 
When t h e p r i c e of o t h e r b r a n d d e c r e a s e 5 ,69 p e r c e n t 
d o c t o r s w i l l c h a n g e t h e i r b r a n d v. 'hile 9 4 . 1 1 p e r c e n t w i l l r emain 
l o y a l t o t h e i r h r a n d . 
"^ witt. , Theie was no engineers wno switch over to other 
A 
b r a n d when t h e | ) r i c e o f o t h e r b r a n d d e c r e a s e s and t h e p r i c e 
o f / t h e i r ovm b r a n d r e m a i n c o n s t a n t w h i l e U^50 p e r c e n t w i l l 
r e m a i n l o y a l t o t h e i r ovjn b r a n d , 
13 . RAI\fP;iMG OF ATTRIBUTES* 
R e f e r t o t£-ble H Q « 5 5 i n a p p e n d i c e s . 
F i r s t Ranlc 
Out of 197 r e s p o n d e n t s 64»46 p e r c e n t g i v e t h e i r 
f i r s t ^ n k t o r i c h f o ^ ^.Oli<»#A by 2 1 , 3 2 p e r c e n t c r e a m v / t th 
vAn tdsep t i c c h a r a c t e r s t i c 1 1 , 6 7 p e r c e n t 1 ,01 p e r c e n t c r em 
h a v i n g g l i d m c a c t i o n 1,52 p e r c e n t t o l o n g e r l a s t i n g J s a t h e r . 
Second Rank 
49,32 pex'cent of shaving cream use^s gave their 
second rank to Antiseptic characteristic followed by rich 
foam 31,98 percent, Scented vyith masculune freshness^ 14,2 
percent^gliding action 2,03 percent and laonger lasting 
lather 2,53 percent , 
/JE3 
Third Ran3c 
59,39 percent oi the shaving cream consxamer ranked 
third to scented v;ih 
masculine freshness^ 23.S5 percent to Antiseptic characteristic 
3.56 percent to rich foam^9«13 percent to longer lasting 
lather and 4,06 percent to gliding action. 
Fourth Rank, 
Of the total respondents 56,34 percent ranked 
fourth to longer lasting lather followed by 28,93 percent 
to Gliding action ll-m percent seated v/ith rimsculine 
freshness, ^ and Antiseptic characteristics 
3,56 percent , 
Fifth Rank 
Of the total number of shaving cream users 63,96 
percent gave their fifth rank to gliding action followed 
by 30,4^^ercent to longer lasting lather, 2,03 percent to 
liseptic characterstics, 3,56 percent to scented with 
masculine freshness 
• RAM:II-IG OF AIIRIEUTES THAT ir-IFLUEMCE 
ERATID CHOICE, 
This includes the ranking of first five important 
attributes as first,second^ third_, fourth and f ifth among 
the variouig attributes of shaving cream like rich foam 
fz^ 
, A n t i s e p t i c C h a r a c t e r i s t i c s , ^a^i&d. w i t h m a s c u l i n e f r e s h n e s s ; 
Longer l a s t i n g l a t h e r ^ and g l i d i n g a c t i o n a l l from e a c h 
r e s p o n d e n t s . 
The a n a l y s i s i n c o r p o r a t e s r a n k i n g of a t t r i b u t e s b e l o n g i n g 
t o d i f f e r e n t g r o u p s , 
PROFESSiOI AL GROUPS, 
R e f e r t o t a b l e n o , 56 an a p p e n d i c e s . 
The a n a l y s i s of r a n k i n g a t t r i b u t e s ^on p r o f e s s i o n a l b a s i s 
shoves t h e f o l l o i v i n g b r a n d s . 
F i r s t Rank 
F i r s t r a n k i n g of a t r r i b u t e s of t h e p r o f e s s loi-^al 
g r o u p s c o n s t i t u t e d r i c h foem 6 4 , 4 6 p e r c e n t fo l lovjd by AntLi-
s ^ t i c c h a r a c t e r i s t i c s 2 1 , 3 2 p e r c e n t , Scevdati v / i t h m a s c u l i n e 
' f r e s h n e s s 11 .67 p e r c e n t ^ t o n g e r l a s t i n g l a t h e r 1,52 p e r c e n t 
and G l i d i n g / a c t i o n 1 ,01 p e r c e n t , 
i r t h e r a n a l y s i s of t h e f i i - s t r a n k of a t t r i b u t e s 
i t i s r a n k e d by p r o f e s s i o n a l g r o u p s shows t h a t among 
s t u d e n t s r i c h foam c o n s t i t u t e d 6 9 , 4 5 p e r c e n t f o l l o w e d by 
s c e n t e d w i t h m a s c u l i n e f r e s h n e s s 9 , 7 3 pe rcen t^><kn t i sep t i c 
c h a r a c t e r i s t i c 1 3 , 6 9 p e r c e n t , . Longer l a s t i n g l a t h e r 4 , 1 7 
p e r c e n t and g l i d i n g a c t i o n 2 , 7 8 p e r c e n t . 
MiT 
Among t e a c h e r s r i c h foam c o n s t i t u f e e d 6 4 . 7 0 p e r c e n t f o l l w e d 
by • " n t i s e r . t i c c h e r a c t e r s t i c s 2 0 , 5 9 pex~cent S c e t e c w i t h 
m a s c u l i n e f r e s h n e s s 1 4 , 7 1 p e r G e n t . 
"mon'_ E u s l n e s s m e n ^ I c h foam c o n s t i t u t e 55.C9 p e i c e n t 
C& 
f o l -ov. d b> scer: teci \ ; l t h m a s c u l i n e f r c s l ^ n e ; ^ 2 0 . 5 9 pemfe A n t i s e p t i c 
c h a r a c t - i e r s t j . c 23 .52 p e r c e n t , 
A'aoncj covernraont s e r v c n t r i c h foam c o s n t i t u t e 66 .67 p e r c e n t 
. o l l ox . ea by A n t i s e p t „ c c h a r a c t e r s t i c 25 .92 percent_^ o c e n t e d x.-ith 
m a s c u l x n e f r e o h n e s j 7 , 4 0 p e r c e n t e l i d i n g a c t i o n and 1 , i .ger l a s t i n g l a t h e r 
r an]ced Ze. o Ly them. 
Among D o c t o r s R i c h foam c n s t i t u t e d 5 8 . 8 2 p e r c e n t fo l ' .o \ -ed ]jy 
a n t i s e p t i c c h a r a c t e r s t i c s / 4 1 . 17 p e r c e n t and s c e n t e d i / ' i th masculin^g 
f r e s h m e s s ^ g l i d i n g a c t i o u an<^ 1 ^^{,^^ l a s tmng l a t h e r 'iUJtjrc remKed 
z e r o by them. 
Ai"-onc E n g i n e e r s ^--ich foam c o n s t i t u t e d 6 1 . 5 4 p e r c e n t fo l lo \ved 
by a n t i d e p t i c c h a r a c t e r i s t i c 2 3 . 0 7 p e r c e n t , secntc i - . v- i th m a s c u l i n e 
f r e s h p e s j 15 .38 p e r c e n t , g l i d i n g i . c t i o n , l o n e e r l a s t i n g l a t h e r rcnJied 
/ 
/ 
as zero by them. 
S ECO J ID RAI-It. 
^^eforto tabl6^h'o.57 in a^ enaices. 
Second r a j ^ of a t t r i b u t e s of various professional cruoios cons t i tu ted 
>!^ntise^ic chare ct or i s t i c 48.25 percent fol.lov;ed by r i c foam 31,9C 
pe^^^nt ^wconteu \ . i th masculine freshness 14.21 percent , lionger l as t ing 
.other 2 ,5 : percent anelelidinc a c t u n 2,02 percent . 
Further bre.-:inci up t he data of the aecond ranlc of a t c r ibu tes 
as i t i s ran^ced ty v£irious professional groups shoivs tha t among 
stuo.ents, '^centec ^jith^ij^ovrtdl) 
fZiS 
mesculine freshness constituted 20.54 percent followed 
by rich foam 27,77 percent antiseptic characteristic 43.06 
percent^longer lasting lather by 4.17 percent and gliding 
action 4.17 percent. 
Among teachers antiseptic characteristic constituted 
64.70 percent followed by rich foam 29.41 percent^scented with 
masculine freshness 5.69 percent^ longer lasting lather 
and gliding action ranked sero by them. 
Among Businessmen antiseptic characteristics 
constituted 35.29 percent follov/ed by rich foam 44.11 percent, 
secnted with masculine freshness 11.76 percent^longer 
lasting lather 5,89 percent and gliding action 2,94 percent. 
Among government servant antiseptic characteristics 
constituted 55,56percent followed by rich foam 25.93 
p^rcent^ scented with masculine freshness 18,51 percent, longer 
lasting lather 18,51 percent lather^ gliding 
action were ranked zero percent by them. 
Among Doctors antiseptic characteristics constituted 
58.52 percent followed b^ - rich foam 35.29percent, 5.59 percent 
scented with masculine freshness and longer lasting lather. 
'm-^ 
glising action ranked zero by their. 
Among Engineers antiseptic characteristices constituted 
53.65 percent followed by scented V/ith masculine freshnaps ^ -^^ 
Riek fe»«* 3«-^ 6 p«A^ tit \ 
j^ V^OL-nt, longer lasting lather, gliding action ranked zerol^' Engineers. 
Third Rank 
Refer to t ab l e no» 58 in appendices. 
Third rank of a t t r i b u t e s among professional groups 
cons t i tu ted scented with masculine freshness 59.39 percent 
follov;ed by an t i s ep t i c c h a r a c t e r i s t i c 23.85 percent^ r i ch 
foam 3.56 percent^longer l a s t i n g l a the r 9.13 perdent and 
gl id ing action 4.06 percent . 
i r ther analysis o^ tliie'ttifwdU.TanIc of a tc r ibu tes sought 
by/cfar-ious professional groups shov.'s t ha t among students 
a n t i s e p t i c c h a r a c t e r i s t i c cons t i tu ted 27.73 percent 
follov/ed by scented with masculine freshness 48.61 percent 
g l id ing act ion 6.95 percen-fc and longer l a s t i n g l a the r 
13.89 percent . 
Among teachers scented with masculine freshness 
cons t i tu ted ^9.41 percent follov;ed by pich foam 5 . ^ percent 
an t i s ep t i c c h a r a c t e r i t i s c 14.70 percent . 
/;?8 
Among businessmen|te scented v/ith masculine freshness 
cons t i tu ted 47.05 percent followed by an t i s ep t i c 
c h a r a c t e r i s t i c 41.17 percent^longer l a s t i ng l a the r 8.82 
percent and gl iding act ion 2.94 percent . 
Among government servants scented vjith masculine 
freshness const i tu ted 70.37 percent follov/ed by an t i s ep t i c 
c h a r a c t e r i s t i c 1&.51 percent^r ich foam 7.41 percent^longer 
l a s t i ng l a the r 3.70 percent and g l id ing action vyas not ranked 
t h i r d by government se rvant . 
/ 
Among doctors 58.82 percent cons t i tu ted scented with 
masculine freshness follov/ed by I c g e r l a s t i ng l a the r 23,52 
percent^ gl iding action 11.76 percent^ r i ch foam 5.89 percent Ot,-»»^  
/ 
a n t i s e p t i c / C h a r a c t e r i s t i c was not ranked th i rd by 
doctors^ . 
/ Among Engineers scented v;ith masculine freshness 
constituted 76*92 percent followed by characteristic 23«0S 
percnt^ longer lasting lather^ gliding action^ rich foam were 
not ranked third by Engieers. 
fzi 
FOURTH RAl^ IK 
R e f e r t o t a b l e no 59 i n a p p e n d i c e s * 
A n a l y s i s of t h e f o u r t h r a n k e d of a t t r i b u t e s among p r o f e s s i o n a l 
g r o u p s c o n s t i t u t e d l o n g e r l a s t i n g l a t h e r 56 .34 j ^ e r c e n t 
f o l l o w e d by g l i d i n g a c t i o n 2 8 , 9 3 percent^, s c e n t e d v^ith m a s c u l i n e 
p r e s h n e s s 1 1 , 1 7 p e r c e n t ^ a n t i s e p t i c c h a r a c t e r i s t i c s 
5.56" p e r c e n t and r i c h foam was n o t r a n k f o u r t h by p r o f e s s i o n a l 
g r o u p s « 
F u r t h e r a n a l y s i s of four- th r a n k of o L t r i b u t e s s o u g h t 
by p r o f e s s i o n a l s g r o u p s shov;s t h a t among s t u d e n t s l o n g e r 
• l a s t i n g l a t h e r c o n s t i t u t e d 5 0 . p e r c e n t f o l l o w e d by g l i d i n g 
a c t i o n 26^39 r ; e r e e n t , a n t i s e p t i c c h a r a c t e r i s t i c 9 . 7 3 p e r c e n t , 
s c e n t e d w i t h m a s c u l i n e f r e s h n e s s 1 3 . 8 9 p e r c e n t and r i c h foam 
vjas n o t r a n k e d f o u r t h by t h e m . 
Among t e a c h e r s l o n g e r l a s t i n g l a t h e r c o i : ; s t i t u t e d 7 9 . 4 1 
p e r c e n t f o l l o w e d by g l i d i n g a c t i o n 2 0 . 5 9 p e r c e n t . 
Among b u s i n e s s m e n l o n g e r l a s t i n g l a t h e r c o n s t i t u t e d 
4 1 . 1 7 p e r c e n t f o l l o w e d by g l i d i n g a c t i o n 3 8 . 2 3 pex-cent s c e n t e d 
v^ith m a s c u l i n e f r e s h n e s s 2 0 . 5 9 p e r c e n t and r i c h foam^&afeisept ic 
c h a r a c t e r i s t i c bsW-venot r a n k e d f o r t h by b u s i n e s s m e n . 
136 
Among covernment servant longe^ lasting lather constituted 
62,96 percent followed by gliding action 33,34 percent 
scented with masculine freshness 3.70 percent, antiseptic 
characteristic^ rich foam v;ere not ran-:ed as fourth by 
government servant. 
Among doctors longer lasting lather constituted 
47.05^ percent followed by glding action 29,41 percent^ scented 
with masculine freshness 2 3.53 percent, antiseptic characteristic 
and rich foam were not ranked fourth by doctors , 
Among Engineers longer lasting lather constituted 
69.23pffl:cent follov/ed by gliding action 30,77 percent, rich 
foam,antiseptic characteristic;ac^nuted with moeclline 
freshness Were not ranked fourth by engineers, 
FIFTH SANK 
Refesr to table no, 60 in appendices. 
Fifth rank of attributes among professional groups 
constituted gliding action 63,96 percent followed by longer 
lasting lather 30,46 percent,antiseptic characteristic 2,03 
percent seenLed with masculine freshness 3.56 percent and 
rich foam was not ranked fifth by them. 
Further analysis of fifth rank of at-ributes sought by the 
above mention professional groups shov/s that among students 
fSi 
Sliding act.ion cons t i tu ted 59.73 percent followed by longer 
l a s t i n g l a the r 21,IG percent an t i s ep t i c cha rac t e r s t i c 5,56 
percent^ secnted with masculine freshness 6»95 percent. 
Among teachcxs g l id ing action cons t i tu ted 79.41 percent 
followed by longer l a s t i n g l a ther 20.59 percent^ scented with 
masculine freshness ,anr-iseptic cha rac te r i s t i c^ r i ch foam 
were not ranked f i f t h by t eachers . 
Arrong Businessmen glt-ding action cons t i tu ted 55.89 
percent followed by longer l a s t ing l a the r 44.11 percent 
and an t i spec t i c characteristLic / ficented with masuculine 
freshness and r i ch foam v;ere not ranked f i f t h bv businessmen. 
Among government servant g l id ing action cons t i tu ted 
•t 
66.67 percent follov/ed by longer las ing l a the r 33.34 percent^ 
a n t i s e p t i c c h a r a c t e r i s t i c , scented with masculine f reshness , 
r i c h foam v^ e^re not ranked f i f t h by government servants • 
Among Doctors g l id ing action cons t i tu ted 58.82 percent 
followed by longer l a s t i ng l a the r 29.41 percent; scented with 
masculine freshness 11.76 percent^ a n t i s e p t i c c h a r a c t e r i s t i c s , 
r i c h foam was not f i f t h ranjced by doc to rs . 
fSZ 
Among Engineers g l id ing act ion cons t i tu ted 69,23 percent 
PttCe»tt. 
followed by longer l a s t i n g l a ther 30.77 pn t i s ep t i c charac ter i s t ic^ 









SoRie'-^hyi)Othesis were s e t b e f o r e u n d e r t a k i n g t h i s 
s t u d y and t h e p u r p o s e w a s t o v e r i f y t h e h y p o t h e s i s . 
HYPOTHESIS TESTING. 
H y p o t h a s i s - l i - Topaz s t a i n l e s s i s t h e most p o p u l a r b r a n d of b l a d e 
i n t h e marke t among a v a i l a b l e b r a n d of b l a d e . 
Of t h e t o t a l s ample^40«23 p e r c e n t were Topaz u s e r s 
w h i l e 1 0 . 5 5 p e r c e n t w e r e panama s u p e r s i l v e r s t a i n l e s s u s e r s , 
9 , 7 6 p e r c e n t v^ere E r a s m i c S t a i n l e s s supreme^©. 59 p e r c e n t were 
S a v a g e / u s e r s ^ 8 , 2 0 p e r c e n t v/ere E ra s mic s u p e r s i l v e r u se r%4 .29 
p e r c e n t w e r e New Swish s t a i n l e s s u s e r s ^ S . 9 0 p e r c e n t w e r e 
E r a s m i c u s e r s > 3 . 9 0 p e r c e n t w e r e c i n t w i n s i l v e r S t a i n l e s s u s e r s , 
3 .12 p e r c e n t were s u p e r s w i s h u s e r s j 2 . 3 4 p e r c e n t were B h a r a t u s e r ^ 
1.17 p e r c e n t s u p e r Max STL, Ashok S t a i n l e s s ^ V i c e n t S u p e r s i l v e r 
u s e r s ( e a c h ) and 1.56 p e r c e n t of t h e r e s p o n d e n t s w e r e found 
u s i n g o t h e r b r a n d s of b l a d e . Hence t h e h y p o t h e s i s i s s t a n d s 
t e s t e d and i s p r o v e d ( r e f e r t o t a b l e n o . 1 i n a p p e n d i c e s . ) 
F u r t h e r b r e a k up of t h e d a t a a l s o s t r e n g t h e n t h i s b e l i f » 
(with r e f e r e n c e t o t a b l e n o . 2 i n a p p e n d i c e s ) * F u r t h e r 
b r e a k up of t h e d a t a shows t h a t Topaz i s t h e most p o p u l a r 
/^f 
brand in comparision to other brands of blade ava i l ab le 
in t he market. I t i s equally popular in f i f f e ren t incomes groups. 
Of the t o t a l number of respondents belonging to the income 
groups below Rs, 1000 , 46.73 percent were found using this brandy 
40 percent were foTond using Topaz blade JJI the income group 
Rs, 1000-1500 , 36.12 percent in t he income group Rs,' 1500-2000 
and 21,21 percent were found asing Topaz blade comes in the i n -
come group over Rs. 2000. 
.^ 
Prof ess ion uase break lAp the data also shows the 
same pa t t e rn ( re fe r to t a b l e no. 1 in appendeces) 
Hence the conclvision warranted fay these f igures i s 
t ha t Topaz s t a i n l e s s i s the most popular bxand among the ava i l a -
b l e brands of blade in the market,' 
Hence the f i r s t hypothises stands t e s t ed , proved 
and hence accepted. 
Hypothesis ffl 
Brand se l ec t ion in case of blade accurs i nc i een t a l l y , 
ReJgr io "Tabic T^ e 3 «r A 
Of the t o t a l number of r e s p o n d ^ t s in the sample 65,23 
percent reported tha t they se lec ted t h e i r brand by 
t e s t i n g d i f f rent brands of b lade, 19 .1^ percent of blade 
users responded t h a t they selected t h e i r brand jus t i nc iden ta l ly . 
f3S 
12.10 percent se lecred t h e i r brand by having previous 
experience v/ith the brands and 3,51 percent of the blade 
consumers se lec ted in other ways» 
Hence t h i s hypothis is i s t e s t ed and found to 
be inco r rec t . 
The incorreciyiess of t he hypothesis can be 
t e s t ed by fur ther break U]B of the data.TT^ble 3 in appendices 
can be fur ther analysed to i nves t iga t e opinion in 
d i f fe ren t income groups.67.21 percent in the income group 
below Rs, 1000/70,79' percent in the income group Rs, 1000-1500 
/55.56percent in the income group fo.1500-2000 and 57,56 
percent i n the income group over Rs, 2000reported tha t they 
selected t h e i r brand by t e s t i n g d i f ferent brands of blade. 
By Contrast oi-ly 16.39 percent belonging to the income 
group l e s s than Rs, 1000/16.92 percent of the income group 
Rs. 1000-1500/ 25 percent to the income group Rs, 1500-2000 
and 27,28 percent belonging to the income group over Rs, 
2000selected t h e i r brand inc iden ta l ly 
14,75 percent of the blade users belonging to 
the income group belov/ Rs, 1000/ 10,7^^ percent of the 
income group Rs, 1000-1500 / 8,3.4^ percent in the income group 
Rs, 1500-2000 and 9,09 percent in t he income group over 
f^6 
Ks, 2000 reported t h a t they selected t h e i r brand by having 
previous experience with the brands. 
Of the t o t a l number of respondents*l,64 percent 
in the income group below Rs. 1000, 1.55 percent in the income 
group Rs. 1000-150^1.'11 percent in the income group ^^ 1500-
2000 and 6.06 percent belonging to the income group over 
Rs. 2000 selected t h e i r brands in other ways • 
Hence the hypothis is i s t e s ted and proved 
incor: e c t . 
Further break up of the data on the bas is of 
brand (ref to t a b l e no. 5 in appendices) - "- _^ shows 
tha t brand se lec t ion in case of blade occurx- not inciden-
t a l l y but by t e s t i n g d i f ferent brands . Though in the 
se l ec t ion of only two brands of b lade, -
/ t he choice of a p a r t i c u l a r 
brand of blade occurred inc iden ta l ly . In the se lec t ion 
of super Sv/ish blade * 50 percent of t he respondents 
reported tha t theyselec ted t h i s brand- incidenta l ly 
/3?^ 
where as 37.5 percent selected t h i s brand by t e s t i n g 
d i f fe ren t brands and in case of super Max S I I , 66.77 
percent se lected t h i s brand inc iden ta l ly while 33.34 percent 
by t e s t i n g di f ferent brand of b lade . 
Thus the conclusion drown by these f igures i s 
t h a t brand se lec t ion in case of blade occurr by t e s t i n g 
d i f fe ren t brands r a the r i nc iden ta l ly . 
Hence the hypothis is i s t e s t ed , proved 
incor rec t and r e j ec t ed . 
Hypoth ises- l I I 
In case of blade^consumers change t h e i r brand 
mainly due to temporary shortage . 
Refer to t a b l e no. 8 in appendices 
Out of 256 respondents , 73.05 percent reported 
t h a t they changed t h e i r brand and 26/9S percent did not 
changed t h e i r brand ( re fe r t a b l e no.10 in appendices). 
Among the 73.05 percent consumers who have changed t h e i r 
brand 48.66 percent changed \-heir brand due to temporary 
shortage / 34.22 percent changed due to introduct ion of 
' b e t t e r brand in the market , 14.97 percent due to change 
in p r i c e , and 2.13 percent did change t h e i r brand due 
to o ther reasons • 
1^% 
"-"V Hence the hypothesis mentioned above seems to 
be c o r r e c t . 
The hypothesis can be t e s t ed also by fur ther 
break up of the data on the basis of d i f ferent income and 
profess ional groups. Table no» 11/10 in appendices* Cafa 
be fur ther analysed to inves t iga te the opinion of di f ferent 
income groups . Out of 187/ respondents who changed 
t h e i r brandy47,79^ percent in t he income groups below 
Rs, 1000 changed due to temporary shortage while 32,22 
percent due to in t ruduct ion of b e t t e r brand , 17,73 percent 
due to change in p r i ce and 2,23 percent changedtheir brand 
due to other reasons. 
In the income group Rs, lQOO-1500 , 42 percent 
blade users changed t h e i r "brand due to temporary shortage 
38 percent due to int roduct ion of b e t t e r brand in the 
market ^16 percent due to change in p r i ce and 4 percent 
changedL due to t h i s reasons. 
In the income grou;^^-fer^500-2000 , 45.84 percent 
changed t h e i r biand due t o temporary shortage and also 45,54 
percent intrudmction market and 8 ,34 percent changed 
due to change in p r i c e . 
/Sf 
In the income group over Rs» 2000/ 69.56 percent 
of the blade consumers changed t h e i r brand due to 
temporary shortage, 21,74 percent due to int raduct ion of 
bet-ter brand in t he market and 8.69 percent did change 
t h e i r brand due to change in price* 
Profession wise break up of the data shows the 
same pa t t e rn (ref t a b l e no. 11 in appendices). 
Hence the conclusion drawn by these f igures 
i s tha t t h e blade users changed t h e i r brand m«£W.y due to 
temporary shortage. 
Thus the hypothesis i s t e s ted proved correct 
and accepted, 
Hypothesis -IV 
Rela t ives i s having grea ter impact followed by 
advertisement and s e l l e r aiSvice over the qhoice of a 
p a r t i c u l a r brand of blade . 
In order to t e s t t h i s hypothesis we have to 
rank these th ree faci-ors of influence in descending order 
according to t h e i r inf luence . Let us f i r s t 
analysis separa te ly . 
Mo 
A. I n f l u e n c e of r e l a t i v e s o v e r tLhe c h o i c e of a 
p a r t i c u l a r b r a n d of b l a d e . 
Income g r o u p / d e g r e e n 
of i n f l u e n c e Much L e s s Not a t a l l 
Below Rs, 1000 
Rs. 1000-1500 
Rs. 1500-2000 
Over Rs, 2000 
















We a s s i g n a s c o r e of 2 f o r much i n f l u e n c e / 1 f o r l e s s 
i n f l u e n c e and z e r o f o r no i n f l u e n c e . 
T o t a l S c o r e a 2 ( 1 4 0 ) + l ( 6 3 ) + 0 ( 5 3 ) 
= 280 • 6 3 + 0 
T o t a l a 343 
Mean s c o r e = 343 
256 1» 33 
Of the total repondents^ 140 were much infIx^ enced by 
relatives over the choice of a particular brand of blade 
while 63 were less influenced and 53 were fell no impact 
of relatives advice over the choice of a particular brand 
of blade. 
1^/ 
E. I n f l u e n c e of a d v e r t i s e m e n t - o v e r t h e c h o i c e of a b r a n d of 
b l a d e . 
Income g r o u p 
d e c r e e of i n f l u e n c e Much L e s s Not a t a l l 
Below Rs. 1000 35 55 32 
Rs. 1000-1500 21 30 14 
Rs, 1500-2000 11 18 7 
o v e r Rs. .2000 13 17 3 
T o t a l 80 120 56 
Of t h e r e s p o n d e n t s , 80 reSi--ondents (35 i n t h e income 
g r o u p be low Rs, 1000 , 2 1 i n t h e income g r o u p Rs. . 1 0 0 0 - 1 5 0 0 , l l i n 
t h e income g roup Rs, 1 5 0 0 - 2 0 0 0 , and 13 i n t h e income g r o u p 
o v e r Rs. 2 0 0 0 ) . v/ere much i n f l u e n c e d by a d v e r t i s e m e n t over t h e 
c h o i c e of a b r a n d of b l a d e . 
120 r e s p o n d e n t s were l e s s i n f l u e n c e d and 56 r e s p o n d e n t s 
f e l t no impac t o f a d v e r t i s e m e n t o v e r t h e c h o i c e of a b r a n d 
of b l a d e . 
HJL 
We agam^ assign a score of 2 for much influence 1 for 





Mean score= 280 
256 
= 1.09. 
C, Influence of sellers advice over the choice of a brand 
of blade. 
Income crouj-)/ degree Much 
of influence Less Mot a t a l l 
Eelow Rs. 1000 
Rs, 1000-1500 
Rs. 1500-2000 
Over Rs. .2000 
















Out of 256 r e s p o n d e n t s ^ 36 v;ere much i n f l u n c e d by t h e 
s e l l e r a d v i c e o v e r t h e c h o i c e of a p a r t i c u l a r b r a n d of b l a d e 
w h i l e 73 were l e s s i n f l u e n c e d and 147 re].x5ndents f e l t no 
i n f l u e n c e of s e l l e r ' s a d v i c e o v e r t h e c l j o i c e of a p a r t i c u l a r 
b r a n d of b l a d e . 
7^3 
Again we a s s i g a a s c o r e of 2 f o r much i n f l u e n c e 1 for 
l e s s i n f l u e n c e and z e r o f o r no i n f l u e n c e , 
T a t a l sco re= 2 (36)+l(73)+0(147) 
= 72+73-K) 
Tota l = 145 
Mean s c o r e =s 145 
256 - ° - ^ ^ 
) IMFBRET^E 
Of t h e t h r e e f a c t o r s of i n f l u e n c e , adver t i sement 
r e l a t i v e s and s e l l e r s a a v i c e , mean s c o r e of r e l a t i v e s i s 
h i g h e s t and i s equal t o 1.33. 
Hence t h e h y p o t h i s i s i s r e j e c t e d , 
There fo re t h i s hypo thes i s can be modified as fol lows* 
R e l a t i v e s i s having g r e a t e r impact over t h e cho ice 
of a p a r t i c u l a r brand of b l a d e , fol lowed by adver t i smeent 
and s e l l e r ' s advice* 
Hypothes is V» 
Consumoro do n g t ^ ^ l i e v e in c la ims made i n 
aav e r t i s ement • 
Vvith r e f e r e n c e t o t a b l e no» 15 in appendices# 
t h e s t u d y shows t h a t of t h e t o t a l r e spondoi t s^ 39»45 pe rcen t 
M^ 
be l i eve tha t claims made advertisment are t r u t h f u l / 36.32 
percent some what t r u t h f u l / 10.93 percent Extremely t r u t h -
ful / 7.42 percent ne i the r t ru th fu l nor misleading^ 1.95 
percnet misleading^0.78 percent e^ctremely 'WilslcMi^ and also 
3.12 percent do not have any opinion over the claims made . 
in advertisement. 
We may take the responses l i k e e3<$remely t r u th fu l , 
t r u t h f u l and somewhat t ru th fu l as a sign of belifiving in 
claims made in advertisment , I t comes out to be 86.7 
percent . That means 86.7 percent be l ieve in claims 
made in advertisement in some ways*"* 
Hence the hypothesis i s t e s t ed / stands incorrect 
and thus re jec ted . 
Hypothesis~VI 
Buyers a re loyal to t h e i r brand i r r e s p f i ^ i v e 
of p r i c e . 
Of the total respondent in the sample / 
70. 31 percent *<e|S8-^ fi(that the price of a particular 
brand of the blade ^es not influence the clioice 
of the brand while 29.69 percent feel opposite 
to it • Hence the hypothesis mentioned above seems to be 
coEtect. 
f^s 
The Hypothesis can be t es ted a lso Joy fur ther breaking 
up of the da ta , t a b l e no.17 in the appendices. Can be 
fur ther analysed to inves t iga te opinion in d i f ferent 
groups^ 45,56 percent in the income group below Rs. 1000# 
25.56 percent in the income group Es, 1000-1500, 14.45 percent 
in the income group Rs. 1500-2000 and 14.45 percent in the 
income group above Rs. 2000 reported tha t p r i ce has no inf lu-
ence over the chlcbce of a brand. 
This b l i e f can be fur ther strengtheci by analysing the 
opinion of di f ferent brand use r s . With re fer to table 
no. 1^ in appendices, 45 percent of the Topaz users 5.56 percent 
of Erasmic u se r s , 10.56 percent of the Erasmic S ta in less 
Supreme users ,4.45 percent of New Su»L4USto"i*i4«u users , 3.34 
of the super sv;ish users^ 1.67 percent of the Super 
Max SIX users .12,23 percent of the Panama Super S i lver 
s t a i n l e s s users 1.67 percent of the Ashok Staj.r>less 
b lade users . 3. 34 peicent of Eharat u s e r s , 4.45 percent 
of Centlv-in S i lver S ta in l e s s users 'and 1.67 percent of 
o ther brands users reported tha t the p r i ce has no influence 
over the choice of the brand of blade. Although in th ree 
cases the response i s ©pposite, 3.34 percent of the Erasmic 
Super S i lve r blade suers reported tha t the p r ice of has no 
/ ^ / 
inf luence over the choice of the brand of blade xvhile 19,74 
percent f e l t the ivipact of p r i ce over the cho-ice 
of I he brand of blade^ yy-^Spercent of the Savage 
users f e l t of the inmpact of p r i c e over the choice of brand 
and only22#78percent of the same brand asers reported no 
inf luence of p r i ce over the choice^ / ^ percent of the Vincient 
super s i l v e r users reported the effect of p r i ce over the ch-
o ice and 0,0 per tan t has no influence over the choice of a 
p a r t i c u l a r brand of b lade . 
Again fur ther break up of the data on profession 
bas i s reveals the same pa t te rn « Hence the hypothisis i s 
tes ted/proved , 
With reference to t ab l e no,^'22 in appendices also ; 
s t rengthen t h i s hypothesis , 8^,5^ percent of the respondent 
reported tha t they w i l l remain loyal to t h e i r brand 
i r r e s p e c t i v e of p r i c e . Among them 76,89 percent of the con-
sumer wi l l not change t h e i r brand as ocher brand wi l l not 
s u i t them and 2 3,11 percent reported tha t s l i g h t p r i c e r i a e 
i s neg l ig ib l e for them. 
h^ 
Thus the conclusion warranted by these f igures i s that 
Buyers are loyal to t h e i r brand i r r e s p e c t i v e of p r i c e s . 
Hence the hypothesis stands t e s t ed and 
accepted. 
Hypothesis -VII 
In case of b lade , coating tha t gives smooth shave 
i s most desired product a t t r i b u t e s by the consumers. 
or the t o t a l res|3ondents in the sample 56,25 percent 
ranked f i r s t to t he coating tha t gives smooth shave 
26.17 percent ran]ced f i r s t to the sharp edoe and the nest 
17.57 percent ranked f i r s t to the longer l i f e . 
Among the respondents 30.07 percent ranlc second t o the 
coat ing tha t gives smooth shave, 51.57 percent ranked sharp 
edge as second and IS,35 percent ranked second to longer 
l i f e . Again 13.67 percent of the respondents reported t h e i r 
Third ran]c to coat ing t h a t gives smooth shave 22.66 percent 
renkeo t h i r d to the sharp edge and r e s t 64.06 percent of them 
ranlced t h i r d to the longer l i f e ( see t a l b e no.24 in appendices) 
MS 
Hence the above mentioned hypothesis seems to 
be correct. 
Further break up of data on the basis of 
profesoion also strengherns the correctness of the 
hypothesis v/ith reference to table no. 26.27.25 in a 
appendices shows the same pattern of attribute ranking 




Hypo t hes is -1 
The state of using or not using shaving cream is independent 
of the income group of the consumers* 






Eelow Rs, 1000 
Rs. 1000-1500 
Rs. 1500-2000 
Over Rs. 2000 
Total 
Expected frequency 
Income groupsfi^ Response 





























Over Rs, .2000 25.39 7.61 
Fe 
/sz> 
!•(89-93.88)^ ^ (50-5002)^ , _ „„ „_v2 
" 93.88 •*• ^ + ^29-^/./UJ 
50.02 . 27.70 
( 29-25.39)^ (33-15.73)2 , ^ . .3 
+ ^ + ,(y5--14.Pg) + {7-8.29)2 




2 3,81 4.04 1.'69 9.99 4.04 




0.26 + 0.08 + 0.06 + 0.39 + ^.27 + 0.20 + 1.71 
A =2,97(calculated value) 
d^ = ( c - l ) ( r - l ) 
= ( 2 - l ) ( 4 - l ) 
= 1x3= 3. 
Let us take leve l of 
s ign i f icance 5% 
At degree of freedom (d^) 
3 and leve l of s igni f icance 5% 
t a b l e valvie of x = 7.82 
X^  ( t ab le value) =7.82 ^ linlcU^UiCiJ. 





The c a l c u l a t e d v a l u e of X i s l e s s t h a n t h e c r i t i c a l 
2 
v a l u e of X • Hence t h e n u l l h y p o t h e s i s i s b e i n g a c c e p t e d . 
T h i s means t h e s t a t e of u s i n g o r n o t u s i n g t h e s h a v i n g 
c ream i s i n d e p e n d e n t of t h e income g r o u p of t h e c o n s u m e r . 
Hence t h e h y p o t h e s i s i s a c c e p t e d , 
HT^^othesis - I I 
G e n e r a l l y a l l t h e b e a r e d s h a v e r u s e s h a v i n g c r e a m . 
With r e f e r e n c e t o t a b l e n o . 28 and t a b l e n o . 29 
i n append-Lces, 
Of t h e t o t a l number of r e s p o n d e n t s 7 6 . 9 5 p e r c e n t u s e 
s h a v i n g c r e a m and 2 3 .05 p e r c e n t do n o t u s e s h a v i n g c r e a m . 
F u r t h e r b r e a k up of t h e d a t a a l s o show t h e same p a t t e r n 
of u s e . 
Income w i s e . 
7 2 . 9 5 p e r c e n t i n t h e income g r o u p below Rs. 1000 u s e 
s h a v i n g c ream w h i l e 2 7 . 0 5 p e r c e n t i n t h i s income g r o u p . d o n o t 
u s e s h a v i n g c r e a m . 
7 6 . 9 3 p e r c e n t i n t h e income g r o u p Rs. 1000-1500 u s e i t 
and 2 3 . 0 8 p e r c e n t u n d e r t h i s c a t e g o r y of income do n o t u s e 
fs^ 
shaving cream. 
80»'56 percent in the income group Rs, 1500-2000 use shaving 
cream v/hile 19.45 percent do not use i t . 
87.58 percent in the income group over Rs. .2000 use 
shaving cream while 12.12 percent do not use i t . 
Profession wise 
Refer to t ab l e no. 29 in appendices. 
80 percent s tudents , 94.45 percent doctors^ 86.67 percent 
Engineers* 75.45 perdent eoc tors . 86.67 percent Engineers* 
75.56 percent teachers , 75.56 percent businessmen and 62.79 
percent,Government servant use shaving cream, while 37.21 percent 
government se rvant , 24.45 percent t . achers^ 24.45 percent businessmen, 
20 percent s tudents* 13.34 percent Engineers and 55 5.56 percent 
Doctors do not vise shaving cream. 
Hence the hypothesis i s found to be correc t and accepted. 
H^-POTHESIS-III 
Godreje i s the most popular brand of shaving bream 
used "by beared er-c ver . 
Of the t o t a l sample 24.37 percent resj-xindents ^''^^©(Ref, Table-30) 
Godreje users v;hile 18.78 percent palmolive loiaon fresh users^ 
19.79 percent Erasmic Antisept ic users* J3.71 percent 
/S3> 
palmolive delux lather users^3,56 percent old spice users/ 
3.56 percent /^via users/ 3.05 percent Emami users^ 3.05 percent 
lakiae users/2.03 percent Erasmic lemon fresh users, 
percent Monarch users/ 2.03 percent pooja users/I.53 percent 
old psice lime fresh users, 1.01 percent cosmo users^l.Olpercent 
other brand users, o»50 percent Erasmic lime fresh users. 
Further break up of data also strengthen this belief 
With reference to table no. 30 in appendices further break 
up of the data shows that Godrejf is the most popular- Irand 
in comparision to other brands of shaving cream available 
in the market , It is equally papular in different income 
group^ Of the total respondent belonging to the income group 
less than Rs. 1000, 21,35 percent were found using C^odreJ 
22 percent were found using Godreje, in the income group 
Rs« lQOO-1500,31.04 percent in the income group Rs. 1500-2000 and 
31.04 percent in the income group over Rs, 2000, 
Prof est: ion v;ise brealc up of the data (see table no. 31 
in appendices) shows the same patcern except in tv;o cases, 
Godreje is not found to be such jxjpular in cases of 
teachers and doctors. 
f^^ 
Hence the conclusion warranted by these figures is 
that Godreje is the most popular brand among available 
brands of shavina cream in the market. 
Hence the hyxx)thesis stands correct and accepted, 
HYPOTHESIS -IV 
The state of using or r.ot using the same brand of shaving 
cream by other members of the family is independent of the 
income group of the consumeis, 
Apiaying CHI-SQUARE test 
Observed frecruency 
Income group/Response Use the same Do not use the Total 
in Es, brand same brand 
Eelow Rs, 1000 
Rs. 1000-1500 
Rs. 1500-2000 


















income groups/Response Use the same Do not use the 
in R3» bi-and same brand. 
Below Rs. 1000 53.76 35.2 3 
Rs. 1000 -1500 30*-20 19.79 
Rs.1500-2000 17.51 11.48 
Over Vs, 2000 17.57 11.48. 
X^ = (Fo-Fe)^ 
Fe 
= ( 5 5 - 5 3 . 7 6 ) ^ ( 2 9 - 3 0 . 2 0 r ( 1 6 - 1 7 . 5 7 ) ^ ( 1 9 - 1 7 . 5 1 ) ( 3 4 - 3 5 , 2 3 ) 2 
5 3 . 7 6 "^  3 0 . 2 0 "*" T T T S 1 "^  1 7 . 5 1 "^  35^23 "*" 
( ? 1 - 1 9 . 7 9 ) 2 ( 1 3 - 1 1 , 4 8 ) ^ ( 1 0 - 1 1 . 4 8 ) ^ 
1 9 . 7 9 1 1 . 4 8 ^ 1 1 . 4 8 
= 0 . 0 2 8 + 0 , 0 4 7 + 0 , 1 3 0 + o . ' l 27 + 0 .042 + 0 , 0 7 4 + D.2014 0 . 1 9 0 
X^ = 0 . 8 3 9 
df = ( c - l ) ( r - l ) 
= ( 2 - 1 ) ( 4 - 1 ) 
=1x3 
=3 
Leve l of s i g n i f i c a n c e ( ' < ) = 0 , O S 
2 X = c r i t i c a l v a l u e = 7 . 8 2 
X^ = C a l c u l a t e d v a l u e = 0 . 8 3 9 ^^^C^l^^i^^fi^U>) QC^^^^c^^C^^ ^ » f- 8 ^ 
^S6 
INFERENCES 
The calculated value of X is less than the critical 
2 
value of X . This shov;s that using or not using the same 
brand by other family members is independent of the incom e 
group of the consumers. 
Hence t h e above mentioned hypo thes i s i s a ccep t ed . 
Hypothesis-V 
Purchase of a p a r t i c u l a r brand s i z e of package of 
shaving cream i s independent of t h e income group of t h e consumers, 
Applying CHI-SQUARE t e s t 
ObgEvec^ frequencey* 
income group/Response Large Small To t a l 
Delov; Es.lOOO 40 49 89 
R3. 1000-1500 
R3. 1500-2000 
Over F-. 2000 















Income group/Response Large Small 
Below Rs. 1000 56.47 32.52 
fc. 1000-1500 31.72 18.27 
Rs. 1500-2000 18.40 10.59 
Over Es. 2000 18.40 10.59 
X^ = (Fo-Fe)^ 
Fe 
= (40-56 .47)^ (38r31.72) '^ (21-18.40)2 (26-18.40)2 
56.47 ^ 31.72 ^ 18.40 ^ 18.40 
(49-32:52)2 ( I 2 r l 8 . 2 7 ) ^ (8 -10 .59)^ ( s - lO .Sg)^ 
"*• 32T52~ "*• 18.27 '^ 10.59 "^  "10759 
3^ = 4.80+ 1,24 + o.'37 + 0.'41 + 8,35 + 2 .15 + 0 .63 + 5ji^^ 
3^ = 23.39 ' 
d f = ( c - l ) ( r - l ) 









The calculated value of X is greater than the 
2 
critical value of X , Thus the hypothesis is rejected • This 
shows that purchase of particular size of brand package 
of shaving cream is not independent of the income group of 
the consumers* 
Hypothesis-VI 
/advertisement is having grec.ter impact follov/ed by 
seller advice and relatives over the choice of a particular 
brand of shaving cream. 
In order to test this hypothesis v;e have to rank these 
three factors of influence in descending order according 
to their influence. Let us first analyses separately. 
A. Influence of advertisement over the choice of a particular 
brand of shoving cream. 
I . . _ I I • • - — • I • • T i I I I ^ - ^ — 1 . ^ -
Income group/degree of 
influence Much Less Not at all 
•' • • " I • • • • ' • • • • • • ! • — ^ • ^ — - III I — I . 1 , , . , ^ ^ 1 > > 
Belov; Rs. 1000 60 
Rs, 1000-1500 36 
Rs. 1500-2000 20 
Over Rs, 2000 24 












Of the 197 respondents, 140 reported much influence 
of advertisement over the choice of a particular biand of shaving 
cream while 40 reported less influence, and 17 reported no 
influence. 
Let us assign a score of 2 for much influence, 1 for 
less influence ana zero for no.influence» 
Total score= 2x(l40)+ 1(40)40(17) 
=280 + 40+0 
Total score= 320 
Mean score= 320 
197 
= 1.62 
B. Influence of seller advice over the choice of a particular 
brand of shewing cream. 
Income grouiy/d§fgree of Much Less Not atill 
influence 
.^ 
Lelov; Rs. 1000 30 18 41 
Rs. lOOC-1500 13 16 21 
Rs. 1500-2000 10 15 4 
Over Rs. 2000 7 .12 10 
T o t a l 60 61 76 
/^o 
Again, v/e assio-v^  a scor-e of 2 for much influence 1- for 
loss influence and zero for no influence 
Total Score= 2(60) + 1(61) + 0(76) 
= 120+ 61 +0 
Total Score ':?. 181 
Mean Score*; 181 ^^ 
" 197 
C, Influence of KalatiVfis over the choice of a particular 
brand of shavinr cream. 
Income Group/Degree of Much 
influence 
Less Not at all 
Eelofc Rs, 1000 
Rs, 1000-1500 
Rs. 1500-2000 

















Again v;e a s s i g n a s c o r e of 7. f o r much i n f l u e n c e / l , f o r 
l e s s i n f l u e n c e and z e r o f o r no i n f l u e n c e . 
T o t a l S c a r e » 2 ( 2 9 ) + l ( 7 6 ) + 0 ( 9 2 ) 
= 58 + 76 40 
= 58 +76 
Total scoEe= 134 
Mean score*^ 154 =0.68 
"" 197 
/ ^ / 
INFERENCE 
Mean scoie for influence of advertisment= 1,62 
Mean score for Influence of seller advice = 0,92 
Mean score for influence of Relations = 0.68 
Here v;e find that the influence of advertLise ment has 
larger mean score , hence greate impact over the choice of 
a x-^ si^ ticular brand of shaving cream follovved by seller advice 
and relatives. 
Hence this hypothesis is. found correct and accepted. 
Hypothes is-VII 
Consumer donot beLieve in claims made in adver-
t isement . 
With reference to t ab le no.42 in appendices the 
scudy shov.'s tha t of the t o t a l number of respondents 38.59 
percent* be l ieve tha t claims made in advert i s erriont are 
t ru thful^ 19.79 percent extx"emely t r u t h f u l / 30.97 percent 
score v.'hat truthful^ 4.06 percent misleading 5.05 pex'cent do 
not have any opinion over the craims made in advertisement^ 
2,03 rjercent ne i ther t r u th fu l nor misleading and 1.53 percent 
e:>ctremly t ru th fu l . 
We may take the resoonses l i k e t r u t h f u l , come u=hat 
tu ru thfu l and e>:tremc-ly t ru th fu l as a sign of belfcving in claims 
made in advertisement. I t comes out to be 89.35 percent • 
This meem 89.35 oercent be l ieve in claims made in acvertisement, 
f6^ 
Hence we arrive at the conclusion that consumers 
believe xu claiins made xn advertisement • Therefore this 
hj-pothesis is rejected. 
Hypothesis --VIII 
MaQzaxnes is "che best media followed by nev;spaper 
px"efei'"ed by most coi:isumers among che non personnel influencxrg 
channel. 
With feference to table no.44 in appendices^ it is 
found that of uhe total numl er of respondents 44.67 pex-cen^  
of theiai are influenced to great eictent by T'lagzine followed 
by 36.55 percent b3' ne\7spapex, 7,ol percent by Padio/T.V. 
and 11,17 percent are greatly influenced by Cinema and other 
medias of advertisement. 
Further brealc up of the data on the basis of 
profession and income sho\.'s the same pattern of influence 
refer talbe no. 45/46. Hence we can conclude that xn case 
of shavxnc cream, Maosine ^ the best medxa of aavertxsement 
followed by nev^ sjjaper px-eferred by most consumers among 
the non personnel influencxng madias . Therefox^ e this 
hypothisis is found coriect and accepted. 
Hypothesis IX 
Luyers are loycl to their brand ±ri~espactxve of prxce, 
Eefer to table no. 47 in acpendices 
I I . . - - - - I I I I . . • • - - • - • • - • - - . - — . - . L _ - , — 
Of t h e t o t a l number of rosj-xDndents i n t h e sample/ 68.35 
/^3 
Percent fe61 that the p r i ce of p a r t i c u l a r brand of shaving 
cream influence the choice of Lrand v.'hile 31.47 percent feel 
opposite to i t , Hence the hypothesis mentioned above seems 
to .- e c o r i e c t . 
The hyi.othesis can Le tes ted also by fur ther breaking 
up of the da ta . Table no. 47 in the appendices can be fur ther 
analysed to inves t iga te opinion in differenL groupSyS5.39 
percent in the income group below P^ .' 1000,66 per-ccnt in the 
inqome group Rs» j lOOOrlBOG , 48.28 percent: in the income group 
Rs. 1500—2000and 41.38 percent in the income group over 
Rs. 2000 reported tha t p r i ce has influence over the choice 
of a p a r t i c u l a r brand of shaving cream, 
Sefer to t a lbe 48 in appendices. 
The analysis of professional groups shoxis tha t 87.5 
percent s tuden t s , 81.48 percent government se ivan t , 58.83 
percent teachers^ 53.S4percent Engj_neer, 52,94 percent businessmen 
and 29.41 percent doctors reported tha t p r i ce has impact over 
the choice of a brand. 
This belief can be fur ther s trengthen by flBaalysing 
the opinion<idifferent brand users^v/ith j.efercnce to t ab l e no. 49 
in appendices^) ,100 percent of each Monarch, COSITD, Pooja, 
Emami u s e r s , 85.71 percent of Nevia xisers, 74.36 percent of 
Erasmic Ant isept ic u - e r s , 75 X-^ ercent of Erasmic Lemon fresh 
ucers^ 74.07 jjcrcent of palmolive delux l a t h e r u s e r s . 
/ « ^ ^ 
62,15 percern: o£ palmolive loinon fr-^sh users ^ 71,43 percent 
of old spice u s e r s , 66,67 percent of old spice lime fresh users, 
66,67 percent of lalene u s e r s , and 56 ,25 percent of Godrcje 
users reported tha t the p r i c e has influence over the clx^ice 
of ^he j^iand of shaving cream. 
With reference to t ab l e no, 50 in a-opendices the aaalvsis 
of the data fur ther Tf€iA\^ CYC€ the inves t i aa t ion and t e s t i n g of 
llYPo'^^^^sis ,76«65 percenc of the i-espondents reported tha t 
if the p r i ce of t h e i r brand u i l l increase in respec^ ot other 
brand vrould sv;itch over to other brand v;hile 23,33 i:)ercent 
v.'il 1 remain loyal to t-heir ovm brand i r r e s p e c t i v e of p r i c e , 
Resides t h i s the analysis of the data 6n t he bas is 
of xncomo/ profession and brand also reveals the same 
pet ern 
(Refei" to t a b l e no, 50/51,52) in a_( pendices) , 
• 
Hence uhe conclusion v;arranted by these figures is 
that buyers are not loyal to their brand irrespective of 
price . Thc-refore the hypotiiesis t '^ stands teoted and 
prair^ incorrect , 
Hence the above mentioned hyiX)thesis is rejected. 
Hypothesis -X 
Rich foam is the most desired product attributes 
^6^ 
of shaving cream like •'^ ntisei^ tic characteristics/ Gcented 
ta;ith masculline freshness/ gliding action and longer lasting 
lather etc. 
uith reference to table no. 55 in appendices/ it is 
found that of the total respondents, 64.46 perceni. of chc 
respondents gave their first rank to rich foam followed 
by 21.32 percent to antiseptic charactirlstics ,.  11.67 peiceet 
to scented/ 1.01 percent to Gliding action and 1.52 percent 
to longer lasting lather. 
Further breal: up of the data on the basis of professional 
groups (refer to table no. 56/57/58/59.6^) also shows the 
same pat ern / 69.4 percent of students^ 64.70percent teacher, 
66.67 percent government servants^61.53 percent Engineers/ 
58.82 percent Doctors and 55.89 percent Businessmen 
gave their first rani: to rich foam • 
Kence the hypothesis stands tasted and Proved . 
Therefore the atove hyijothesis Ts accepted • 
Hypothesis -XI 
Generally pej-ole use blade and shaving cream of the 
same company. 
With reference to table 61 in appenaices 
of the total respondents only 16.24 percent reported that 
they use blade and shaving cream of the same company ^ 
M 
Hence che above mentioned hypothesis seems to be 
incorrect. 
Income wise (refer to table no«6l in appendices.) 
and profession wise (refer to table no. 62 m appendices.) 
break up of the data also strengthen the incrrectness of 
"che hypothesis. 






COKCLUSIOII AMD SUGGESTION 
*********** ************* 
Characteristic and trends of Indian marl^ et is 
fastly changing into buyers market. Simultaneously;'/ Indian 
fi^ms are rapidly leaving behind the old ace philosophy and 
concept or "hard selling*' and trying to become consumer 
consious and consumer oriented. 
To cope with this situation a manufa ture fb marketing 
manager of blade and shaving cream, has to develope a mood 
an atmosphere, andespirit de corps reflecting the preeminence 
of the customer that pcrmeats esyery hook and corner of 
the company . The Compai.y and the management have to formulate 
their i:>roduct rx)licy and marketing strategy from the 
consumer point of vievj . So in this tough comipe-cative 
environment the first and forerrost task of the organisation 
is to determine target markecs needs ,wani.3 and value/ final'.y 
develope such ix^ licicc and ctratg .es that deliver the desired 
satisfaction inore effectively. In other v^ oids i:he organisation 
must know hoV.' to produce better offers to the target murket 
n"ore effectively thflon its competitors • They must beep 
/^s 
abreast of the changing needs, preferences and interests of 
the consumers and constantly revise and irnporve the 
offers to the target marlcet. 
1, The nission of organisation is to stisfy a desired set 
of wants of a defined group of consumers. 
2, In order to determine/ identify and toov; these wants / 
there should be an active and integrated x-Jro^ ramme of marketing 
research • 
3« The consui'aers loyally/ patronage and favoui^ able attitude 
can be achieved only when the company satisfy the consumers 
effectively • 
Besides .the interpretation and conclusion already 
drav.'n in the text of che report, it is found that income 
has no effect over the choice of a brand of blade and has 
least effect over the chice of a brand of shaving cream. 
Small changes in price has almost no impact over the rjurchase 
decision of consumers. 
Product attributes. 
The finding shov/s about the most important 
product attributes. In case of blade,coacing that gives smooth 
shave, and sharp edge are desired by consumers. In case of 
shaving cream.. Rich foam. Antiseptic Characteristics and 
Scented xvith masculine freshness are the desired product 
m 
§ttributes by the consumers* So it is imperative or 
necessary for the marketer to produce, blade ane Shaving 
cream with these attrributs in themi In this v/ay he can capture 
the required Larget market share and can reap the benefits 
of maximising his profits • 
The study of the relative importance of the attributes 
desired by different market segments helps the marketer 
to build the niore popular at-^  ributes in his brand to achieve 
that market or segment of the market to which he is interested. 
It is found through the survey that Rich foam , 
Antiseptic characterstic and scented with Masculine freshness 
( in case of Shaving Cream) .-Coating that gives smooth shave 
and sharp edge are the nxDSt desired and popular product 
attributes by different section of Aligarh City, However , 
it is very difficult for a marketer to develope different brands 
constituting separate attributes because he can not direct 
his promotional programme separately to these groups in a 
closely knitted Society. During Survey, more than 
70 percent of the respondents give their opinion that cream 
having all these three attributes v.'ill be preferred as we 
already U3e"after shave lotion or ointment'*. Therefore 
instead of resorting to differentiated marketing with severe 
iff 
product version it is Leti-er for the companies to produce one 
brand having with all these attributes catering to the needs 
of all segments. 
Quality 
In case of blade consumers are more quality conscious* 
They needs better quality than they are using presently. 
So comijanies should give quality product at reasonable price 
than its competiLors. 
Performance of the Product* 
A manufactuEer should ensure that v.'hat he claims 
in chfe advexxisement should be proved by the performance of 
his brand so at least in case of blade/ ^ 4^. - i^ 
manufacturer snould 
pay more attention to the performance of the brand as well 
as the claims of advert is em.ent. 
Advertising 
Advertisement is one of* the most important Variable 
of marketing mix/ operating in a constaintly changing envir-
onment. It i^ lcys a more significant role about the brand 
judgement or choice by bringing the various product attributes 
and its benefits to the consumers , In advertisement/the 
organisation should convey a precise objectives to ensure 
f^. 
the effectivenesc and success of adveitising activities* 
Mag2d.ne is the best media of advertisement that 
present the advertisement beautifuly, brings the 
attributes to the consumer Icnowledge, effectively. It can 
have more influence over the consumer thfltn Radio/T,V» , 
Hev/spaper and Cinema and other medias. 
Besides this manufacturer of blade and shaving 
cream sould also advertise through Newspaper ,as it is cheapest 
media with highest daily circulations reaches to majority 
of buyers. 
^n addition to the above media of advertisement 
manufactureof both blade and shaving cream are suggested to 
distribute leaflet^ either through retailers or by hiring 
someone. As it has been found b^,- Study that leaflet v.'ill 
be 2-:iroiz>e more effective because most of the consumers are 
not aware of other brands v/hich are vailaijle . at reasonable 
price thffn the competitors and also gooda in quality. 
Retailer- influence. 
Retailer influence is foiond to have an important contri-
bution in influencing the purchase decision of a particular 
brand of shavinc cream. So the function of retailers are more 
/7^ 
important • They should maintain stocks so that goous ar-e 
availJDale when required by the consumers. They aie the best 
tools who can pass information alx)Ut the brands to consumers 
and bac]c to producers. Hence bhe retailer slould be vjell 
motivated. 
Continuity of supply 
The continuty of supiidy play an important role in 
brand preference. The study sho\vs that most consumers of 
Blade and Shaving Cream have change their respective brand 
mainly due to temporary shortage. At least in case of blade/ 
consumer can not wait till his brand is available. The 
manufactuers of blade and shaving cream should maintain their 
sux:-P'ly position . 
Apart fx'om the problems involved in estimating the 
e;cteri.al changing market forces effecting sales (e.g. 
competitLive activity, economic climate, easterner attitudes^ 
trade pattern and government controls and policy) a marketer 
has to tajce ir:to account the v/ide range of forces it can bring 
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T a b l e No, 32 
< 
Income- group/Res i^onse 
i n R3. Yes No* T o t a l 
Below Ks, 1000 
"<. R3. 1600-1500 
Rs. 1500-2000 
Over n3.2000 
^ o t a l 
4 6 . 8 1 




6 1 . 7 9 
58 
5 5 . 1 7 
6 5 . 5 1 
6 0 . 4 1 
43 .59 
2 6 . 9 2 
1 6 . 6 7 
12 .82 




3 4 . 4 8 
39 .59 
4 5 . 1 8 





















































































































































































































2 / ^ ^ 
AoS 
T a b l e No. 34 
Yes 
E r a s m i c A n t i s e p t i c 6 1 . 5 4 
2 0 . 1 7 
Eras iu ic Lemon f r e s h 75 
2-52 
Erasmic l i m e f r e s h 100 
0 . 8 4 
Ma lmo l ive d e l u x l e a t h e r 6 2 , 9 6 
1 4 . 2 9 
F a l r n o l l i v e lemon 
f r e s h 
C o d r e j e 
Old S p i c e 
Old S p i c e Lime 





Poo j a 
Emami 
O t h e r s 
T o t a l 
54.05 
1 6 . 8 1 
62.5 






7 1 . 4 3 
6 6 . 6 7 
4 2 . 8 6 






N o . 
38 .46 
T o t a l 
1 9 . 2 3 
1.Z8 
25 
6 0 . 4 1 
1 0 0 
12 ,82 
2 1 . 7 9 
2 3 . 0 7 
2 . 5 6 
1.28 
5 . 1 3 
2 , 5 6 
2 . 5 6 
1.28 
2 . 5 6 
1*28 
2 . 5 6 
100 
37,03 
4 5 . 9 5 
3 7 . 5 
2 8 . 5 7 
3 3 . 34 









1 9 . 7 9 
2.03 
0 .50 
1 0 0 
100 
1 0 0 
1 3 . 7 1 
1 0 0 
1 8 . 7 8 
1 0 0 










1 0 0 
100 
100 
1 0 0 
1 0 0 
1 0 0 
1 0 0 
1 0 0 
1 0 0 
100 
1 0 0 
J^^ 
T a b l e I'^o. 35 
Income c r o u p / R e s p o n s e L a r g e S m a l l T o t a l 
i n Ks. 
Belov; Rs, 1000 4 4 . 9 4 5 5 . 0 6 100 
32 6 8 . 0 6 4 5 . 1 8 
Rs. 1000-1500 76 24 100 
3 0 . 4 1 6 . 6 7 2 5 . 3 8 
Rs. 1500-2000 72*41 27 j59 100 
1 6 . 8 11 .12 1 4 . 7 2 
Over Rs. 2000 8 9 . 6 5 1 0 . 3 5 100 
2 0 . 8 4 . 1 7 1 4 . 7 2 
T o t a l 6 3 , 4 5 3 6 . 5 5 100 
100 100 100 
J^m 
T a b l e No. 36 
L a r g e Sma l l T o t a l 
S t u d e n t s 4 0 . 2 8 5 9 . 7 3 100 
2 3 . 2 5 9 . 7 3 3 6 . 5 5 
T e a c h e r s 7 9 . 4 1 2 0 . 5 9 100 
2 1 . 6 9 . 7 3 1 7 . 2 6 
l ius inessmen 8 8 . 2 3 1 1 . 7 5 100 
24 5 .56 1 7 . 2 6 
G . S e r v a n t s 5 9 . 2 6 4 0 . 7 4 100 
1 2 . 8 1 5 . 2 8 1 3 . 7 1 
D o c t o r s 7 6 . 4 7 2 3 .52 100 
1 0 . 4 5 . 5 6 8 . 6 3 
Engineers 76.92 23.08 100 
8 4.17 6.59 
Total 63.45 36.55 100 
100 100 100 
x/f 
T a b l e No. 37 
L a r g e 
P a l m o l i v e d e l u ^ 
l a t h e r 
Palnx)l- ive Lemon 
f r e s h 
G o d r e j e 
Old s p i c e 
12 
1 2 . 8 
55.56 
43.24 
7 2 . 9 2 
28 
100 
5 . 6 
Old s p i c e l i m e f r e s h 100 
2 . 4 




Poo j a 
Emanu 
O t h e r s 
T o t a l 
4 . 8 
1 . 6 
0 . 8 
0 . 8 
4 . 8 









6 3 . 4 5 
Smal l 
E r a s m i c A n t i s e p t i c 5 8 . 9 8 
1 8 . 4 
E r a s m i c Leiion f r e s h 50 
16 
Erasmic Lime f r e s h -







1 6 . 6 7 
5 6 . 7 6 
2 9 . 1 7 
27.08 
1 8 . 0 6 
1.78 
1.39 












1 3 . 7 1 
1 8 . 7 8 
2 4*36 










1 0 0 
100 
1 0 0 
100 
1 0 0 




1 0 0 
100 
100 
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TABLE Ho . 40 
I ncone g r o u p / 
Response 
Below Rs .1 ,000 
R s . 1 , 0 0 0 - 1 , 5 0 0 
R s . 1 , 5 0 0 - 2 , 0 0 0 
Over R s . 2 , 0 0 0 
TOTAL 
Change i n 























I n t r o d u c t i o n 


































TABLE Ho. 41 
/ Change i n Temporary 
P r i c e Shor tage 
I n t r o c ' u c t i o n O t h e r ' s 
of b e t t e r 
b rand 
To t a l 
^ 
^ 
S t u d e n t s 
T e a c h e r ' s 
Businessman 
G o v t . S e r v a n t s 
D o c t o r ' s 
Eng inee r ' s 
16.67 41 .67 





29 .63 37 .03 
19.05 14.49 
23 .53 35.29 
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^ ^ 3 
T a b l e No. 49 
Yea No. T o t a l 
E r a s m i c A n t i s e p t i c 7 4 . 3 6 
21^48 
E ra smic Lime F r e s h 
2 5 . 6 4 
E ra smic Liemon F r e s h 
P a l r a o l i v e d e l u x 
l a t h e r 
P a l m o l i v e lemon 
f r e s h 
G o d r e j e 
Old s p i c e 
Did s p i c e l i m e 
f x-esh 




Poo j a 
Emarai 
O t h e r s 
T o t a l 
2.2 ; 
74.07 
1 4 . 8 1 
6 2 . 1 6 





2 . 9 6 
2 . 9 6 
1.4S 
2 . 9 6 
4.45 
5 6 . 2 5 
7 1 , 4 3 
6 6 . 6 7 
8 5 . 7 1 





1 6 . 1 3 
1 ,63 
1 .63 




1 . 63 
1 .63 
3 . 2 o 
100 
2 5 . 9 3 
43.75 
28.57 
0 0 # Of t 
14 .29 
33.34 
6 8 . 53 
100 
* 3 « <^ 4 
100 
100 
3 1 . 4 7 
1 9 . 7 9 
0.50 
2 .03 
1 3 . 7 1 
1 8 . 7 8 
2 4.36 













1 0 0 




1 0 0 
100 
100 
1 0 0 
100 
1 0 0 
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' I a b l e Mo. 52 
Yes No T o t a l 
E r a s m i c A n t i s e j j t i c 
E ra smic Lime f r e s h 
E ra smic Liemon f r e s h 
P a l m o l i v e d e l u x 
l e a t h e r 
P a l m o l i v e lemon 
f r e s h 
7 4 . 3 6 





8 1 . 4 8 
1 4 . 5 7 
8 1 . 0 8 
1 9 . 8 7 
G o d r e j e 
Old s p i c e 
Old s p i c e Ixme f r e s h 
f r e s h 
Hevjla 
j a k m e 
Monarch 
Cosmo 
6 2 . 5 
1 9 . 8 7 




8 5 . 7 1 
3 .97 
^ 6 . 6 7 
Poo j a 
Emami 
O t h e r s 
T o t a l 
2 .65 
2 . 6 5 
1 .33 





1 0 0 
7 6 , 6 5 
25 .64 100 
2 1 . 7 4 1 9 . 7 9 
25 100 
2 . 1 7 2 , 0 3 
100 







2 . 1 7 
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1 ^ ^ 
^3S 
IciJ l e I JO. 61 
I n c o m e c^r'^^up/Res^-o s e Yes Uo 
i n E3, 
EC;lo\; [J. . 1OGO 1G. C: C 3 . 15 100 
<:6,&7 'M.C5 45.18 
Es. 1000-1500 ID 82 100 
28.13 24.85 25.38 
Fs. 1500-2000 17.24 82,76 100 
15.63 14.55 14.72 
Over rs. 2000 10,34 89.66 100 
9.38 15.76 14.72 
loual 16.24 83.76 100 
100 100 100 
. — — — . 1 I - •*» 
L 
^ - 3 ^ 
L,le Ho. 62 
c s N o . Vo'cul 
J t u a t n"LS 13,li9 8 6 . 1 1 100 
o J. • ^ o o • ~i~ 
'Jcv cliCrs 1 ! .76 ICO 
1 2 . 5 1 8 , 19 17 .2 6 
. Ui:3J.iiGSi.non 17 .6 ! 100 
1 8 . 7 5 16 .97 1 7 . 2 6 
c - .oorvant i 7 "/ . 7 8 100 
1 8 . 7 5 1 2 . 7 3 1 5 . 7 0 
Doc t o :^ 2 " S' 76.47 1 0 0 
1 2 . 5 7 • 88 
Enqii oc r e 1 5 . 3 8 84.62 100 
6 .67 6 .59 
l o t a l 1 6 . 2 4 8 3 . 7 6 100 
100 100 100 
3^ 
ElELIOGRi-JIir 
IIari;t^ '_-lii<;T r.usearch - IIoasuioraenL and IIeufiod~ 
Donc-ld S.Tull £,: Del I llav::clns,2na edit Lon 1980, 
llacra-i.llan Publishing Co/ Inc. 
/ , I-ctuem oi lu],-LiK_ Dt..C-u^ -LOi"i '.'.cx-'.-irxj in ..he FcjiTiilius 
of professional oiov.po livj-:(_ .^n urhar: 1 j c c l i t i e s -
Di, i:,flcis.-.an Fui^lich.ev L] Tacult], of Comnorce/ A.ri.U, , 
Alic,urh. 
3. !-"£.rhctJ-ng J-Ianarement -Ai'iialyGis , planning and 
Control -F-hilli[. I lot lar/ard acj-txoii* Pfentice 
Hail of india t-vt. Ltd. 
4. Fundanerital of liarJiet-Lng -Iv.J.Stanton Suh EuiLac^n 
lie C'lav; h i l l In.c, 
5. r.-' ely f i''ohn U, I!ov;ard, aolm ^^ L i^nr-, heston L. 
"Consumer I cliax^-our"- '-heor^- & ^i_._,l_cat_on/ 
MailvOt-inQ bciunce InE"c_;.tute. 
6. V<ass.^ on, Chester R c IlC Conaughy,Dav.id h. , 
Luyrnr I ehav.iour ^ llri-J<:et_ncj decis-i-on'*-
— j\i>i l e t ion Century, Crofts* 
Ar t i c les 
l . I u s m e s s India dai-ed March 30-April 12,1981 
2 . SUUD^Y elated 30tl: Nov. 1980 
